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Rough Proofs 


“The story of the part the tin can 
as a container plays in our economy 
has never been told,” Gordon Cole 
remarks modestly. But don’t forget 
that the can opener is standard 
equipment in every American 
kitchen. 2 tae 


Gladys the beautiful receptionist 
says she sees the American Medical 
Association is concerned over the 
use of mineral oil in salad dres- 
sings, and of course the doctors 
can’t be too careful about their 
automobiles. 
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WE OP 


“Drive to make cereals all-day 
food is started.”—Headline in Ap- 
VERTISING AGE. 

Maybe the product’s reputation as 
a breakfast food is just a little too 
good 

v,vy 


If, as the Diary suggests, an 
agency contact man who walks off 
with an account is a kidnaper, there 
must be a lot of Charlie Rosses 
listed in Standard Advertising 
Register. 

vvy 


Retailers, asserts Saul Cohn, 
should not regard themselves as 
mere innocent bystanders. Except, 
perhaps, when they are in the way 
of an avalanche of female buying 
power, 

> a a 


“The Sky’s the Limit,” Fred 
Astaire’s new RKO film, will be 
backed with a heavy promotion 
schedule, and if the show clicks as 
well as the producers expect, the 
advertising department will be told 
the sky’s the limit. 


iy 


Yes, Elmer, this is indeed a sel- 
ler’s market. Harold Wendel, Port- 
land, Ore., department store tycoon, 
offers to help traveling salesmen 
line up hotel reservations in his 
neck of the woods. 


> a 


Maybe Mr. Wendel could per- 
suade these coy salesmen to let him 
autograph their order books by the 
simple device of fixing them up 
nicely on their weekend dates. 


7 mee 


Leo McGivena’s eloquent tribute 
to “the cop on the home beat” in 
that Philadelphia Inquirer ad would 
make a mighty good scenario for 
some moving picture producer. 


> aye 


A $10,000,000 “Come to Britain” 
campaign is already in the works 
for postwar execution, probably be- 
cause Hitler couldn’t accept the in- 
Vitation in 1940. 


i, fae 


fter hunting wild boars in Mex- 
Lee Howard decided it was too 
i.e and returned to New York. 
r all, there’s no thrill quite 
Comparable to fighting a weekend. 
crowd on the Long Island Railroad. 
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omen in the middle age brack- 
ets buy more face powder, rouge 
anc depilatories than their daught- 
ers reports Woman’s Home Com- 
pevion, That’s right, as the chassis 
Be older, maintenance costs are 
nd to go up. 
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From a junk heap desk to a 
Sar desk—this little book tells 
ow,” offers Hammermill. 

laybe buying a large waste 
ket would help. 
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Copy Cus. 


National Brownout, 
Long Rumored, to 


Become Reality 


Voluntary Effort, 
Through Utilities, 
Starts Next Month 


Washington, D. C., Aug. 18.—A 
far-reaching national power con- 
servation drive involving severe 
limitations on the use of display 
and ornamental lighting plus a 
national “brownout,” has been 
approved by heads of major electric 
companies, and is scheduled to go 
into effect next month. 

Plans for the brownout were 
made public several weeks ago in 
an innocuous joint statement by 
Donald M. Nelson, chairman of the 
WPB; Joseph B. Eastman, director 
of ODT, and Harold L. Ickes, Sec- 
retary of the Interior, asking the 
cooperation of industry in a volun- 
tary campaign for the conservation 
of coal, petroleum, electric, natural 
and manufactured gas, water, com- 
munications and transportation. 

The steps involved in this coop- 
eration were not widely publicized 
at the time, but they will be next 
month when WPB and OWI under- 
take a full-size information drive 
to explain the plan to the public. 
One of the major objectives is to 
save electricity. This will be done 
through a direct clamp-down on 
commercial and industrial users, 
and by appeals to householders. 


Signs Greatly Restricted 


Other objectives are to save gas, 
fuel oil and coal, water, communi- 
cations equipment and transporta- 
tion rolling stock. Electricity appar- 
ently will be the key commodity. 

The conservation program for 
electricity, drawn by a special task 
committee of power executives at 
the request of the WPB Office of 
War Utilities, calls for severe re- 
strictions on indoor and outdoor 
advertising, promotional and dis- 
play sign lighting. It would reduce 
nighttime hours “so far as prac- 
ticable” but in no case would it 
allow “an interval exceeding two 
hours and only during the period 
from dusk until 10 p. m.,” local 
time. 

It further provides that “electric 
signs necessary for the direction or 
identification of places of public 
service, such as public restaurants, 
public lodging establishments, trans- 
portation terminals, etc., may be 
operated during night time only 
while the establishment is open for 
business.” It recommends reduced 
lamp wattage for all signs. 

The program further bans all 
exterior ornamental and decorative 
lighting including decorative flood 
lighting, and calls for elimination 
of all non-essential interior lighting. 
Show windows not essential to in- 
terior illumination would be for- 
bidden in daytime and limited to 

(Continued on Page 14) 
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BRITISH PLEA 


This poster, localized to provide the ad- 
dress of the regional or local office of 
the service, is one of the promotional 
devices used by the Emergency Blood 
Transfusion Service, London, to secure 


new donors and increase regularity 
among former ones. (Story on Page 43.) 


Mengel Develops 
Wooden Prefab 
House for Postwar 


Louisville, Aug. 19.—A new type 
of prefabricated house, made pri- 
marily from forest products, will be 
introduced into the postwar market 
by the Mengel Company, producer 
of wood products and corrugated 
containers, if preliminary tests now 
being made prove as satisfactory as 
the company believes they will. 

Menge! has built an experimental 
prefabricated house, and currently 
is doing research and study within 
it, in between producing a wide 
variety of materials for the war 
effort. The important Louisville 
company, never heretofore impor- 
tant as a construction unit, although 
well known in the building field for 
its plywood, doors and kitchen cabi- 
nets, will not only have a thorough 
go at the prefabricated housing 
market, but is likewise giving a 
good deal of thought to the devel- 
opment of a line of furniture for 
the prefabricated home; a universal 
plywood wall system, using the 

(Continued on Page 45) 


OPA Gives Further Study 
to Quality Standards 


Insurance Drive 
on Inflation Sets 
Industry Record 


Believed Largest 
Ever Sponsored 
by Life Companies 


By IRVING GENATT 


New York, Aug. 19.—Because of 
the educational value of advertis- 
ing, it has been chosen by the life 
insurance companies of the country 
as the most effective way to warn 
the public of the serious threat of 
inflation to the nation’s economic 
structure and its own individual 
security and welfare, and to edu- 
cate the nation on how to battle 
the menace and hold down the cost 
of living. 

Long in the “blueprint” stage, the 
campaign got under way Monday 
(AA, Aug. 16), as the most com- 
prehensive cooperative advertising 
campaign in the history of the in- 
surance business, backed by com- 
panies representing approximately 
80% of the assets of all life insur- 
ance companies in the United States. 
It is expected to enlist the support 
of substantially the entire business. 
Two hundred and eighty-six news- 
papers in 170 cities are being used. 

The insurance campaign is be- 
lieved to be the largest joint effort 
ever promoted by the industry. It 
follows closely along the over-all 
lines of the anti-inflation campaign 
developed by the OWI Office of 
Program Coordination and the War 
Advertising Council in conjunction 
with various government agencies, 
and will play a major part in that 
campaign. Another major effort on 
the anti-inflation front is the cam- 
paign sponsored by the magazine 
publishers of America, who are con- 
tributing a page a month to an 
intensive drive against rising prices 
and rising costs. 

“Advertising was chosen as the 
method to use in carrying this mes- 

(Continued on Page 42) 


Last Minute News Flashes 


Huge Drive for Stams to Start Next Month 

New York, Aug. 20.—Standard Brands, which announced early this 
year (AA Jan. 12) a new multi-vitamin and mineral tablet, Stams, is 
expanding Stams advertising nationally following test campaigns and 


will distribute the tablets through all major drug outlets. 


The new cam- 


paign, to break in September, will use large space in The American 


Weekly and This Week, plus 53 big city dailies. 


Copy in page, half and 


quarter-page sizes is being scheduled, with color insertions and frequent 


use of Sunday feature sections. 


Business papers, dealer helps, and radio, 


including “Edgar Bergen-Charlie McCarthy” and “The Open Door” pro- 
grams will participate in the advertising “blitz” for Stams, further aug- 
mented by spot announcements over 64 key stations. 


Sherrill Heads Y & R Public Relations 

New York, Aug. 20.—Arthur Sherrill, who joined Young & Rubicam 
last December, has been named public relations manager of the agency, 
succeeding Fred Smith, now assistant to Secretary of the Treasury Mor- 
genthau. Y & R’s public relations and publicity department is headed by 


William H. Jenkins. 


Torrey B. Stearns is publicity manager. 


U. S. Industrial Chemicals Names Basford 


New York, Aug. 20.—U. S. Industrial Chemicals, Inc., New York, has | 


appointed G. M. Basford Company as its industrial advertising agency, 


effective Sept. 1. 
ness papers is being used. 


Fred Adams is the account executive. 


A list of 20 busi- 


Two Join K & E Radio Department 
New York, Aug. 20.—Robert Brilmayer and R. John Hugh have joined 


the radio department of Kenyon & Eckhardt as producers. 
has been a writer and producer in Chicago and Hollywood. Mr. Hugh was| men themselves. 


previously with CBS in New York. 


Mr. Brilmayer 


Some Control Needed 
in Price Holding, 
Bowles Asserts 


Washington, D. C., Aug. 18.— 
Implications that the grade labeling 
problem has not been solved to the 
complete satisfaction of the Office 
of Price Administration cropped 
up here Monday when Chester 
Bowles, ex-adman who is general 
manager of OPA, held a press con- 
ference to announce the appoint- 
ment of John F. Brownlee as 
deputy administrator in charge of 
price control, replacing J. Kenneth 
Galbraith, Princeton professor and 
grade labeling advocate around 
whose head a terrific controversy 
has raged. 

Mr. Galbraith, incidentally, was 
not out of a government job long. 
Last Saturday E. R. Stettinius Jr., 
Lend-Lease Administrator, an- 
nounced that the professor was 
joining the Lend-Lease staff, where 
he would handle a foreign assign- 
ment. 

Mr. Bowles made it clear that he 
intends to comply “105%” with the 
Congressional ban on professors in 
policy-making posts, but also that 
he would “go up to Congress and 
try to get the regulation changed.” 
Asked if he would also try to get 
the regulation affecting grade label- 
ing changed, Mr. Bowles was less 
definite in his answer. “I don’t 
know,” he said, but volunteered a 
personal belief that “you can’t con- 
trol prices successfully without 
— control of what is in the prod- 
uct.” 


Will Study Canada 


He endorsed the grade labeling 
of meat, saying “We wouldn’t have 
any price control of meat if Mr. 
Vinson hadn’t acted,” but refused to 
commit himself on canned goods. 
“I want to get into it and under- 
stand it a little better,” he said. “I 
understand—I don’t.know if it is 
true—that in Canada they have 
worked out a program which is 
very successful, which accomplishes 
the purpose, and to which there is 
no objection. I want to know more 
about it.” 

Later Mr. Bowles explained that 
he considered control of quality 
essential to price control. “But,” 
he said, “I have always made my 
living from brand names, and I 
certainly am not going to do any- 
thing to destroy them.” 

There is no reason why OPA 
cannot work with industry to pro- 
tect the quality of merchandise, 
Mr. Bowles averred, indicating, 
however, that he will defer solution 
of the grading problem until his 
new price organization is set up. 
One of the first things the new price 
section will do, he said, will be to 
rewrite pricing orders, with par- 
ticular attention to getting two or 
three master pricing orders to reg- 
ulate the retail trade, specifically 
department stores. Mr. Bowles said 
that in his new price setup he 
hoped to concentrate authority so 
that business men could get all 
essential information with a mini- 
mum of inquiries. He described a 
setup in which one division would 
handle food; another retail prices, 
including all consumer goods; a 
third industrial prices, and a fourth, 
industrial material and fuel prices 

In addition, he promised that 
|OPA would try to win the confi- 
dence of industry, and enforce its 
orders through industry compliance 
committees instead of “gestapo” 
methods, or wholesale court actions. 
This, he said, involved education of 
the public and business men to re- 


spect the regulations, and impose 
discipline voluntarily by business 
| The appointment of John F. 

Se ‘ 


‘ee e eee —_" | x. : 
: “WAL = — : 
- We! Sig : 33, WAST | 
By EK: % FOR, t 
~ J “@ a SECO) iL ST. , 
/™~;, +e . $ sok 
= x BR. 7 5432 
rg a _ 
=. eee 
—— — | | 
a a | ; \ oC MOOD THERE Teseve Hw” 
i ad \ gill 
3 P R | a 
) : : a af, , ? | 
’ | ri, © oa 
ee — — <“c. eet 
ee eK 
| Oe a. ee Prwie”” 
| . ee — 
, ee a 
ee 
PF 
| 
| 
ee 
a rr 
TT 
a 
a eeoerenerererrrrrrrTrTCTCECMUmrdLCLr—————C(‘ TT 
- 4 ON TF>= 
a 
m . ee i iii pl 
- _ Fe 
aed j 
. 4 =e . eae : ‘ , < ; ‘ A al | P. ae , . 
i ey, oF eae oe eee as al it Seay: Sete te apy Saat ERR, Sah aman Ge aS on ead aie PA “e ae ee 
“+ bet Has Se oe RS it ali Se % - ig Se foe Fe di ” ‘ im x ’ ae fe ; 


i 
3 


2 


Brownlee as deputy administrator 
in charge of price control brings 
into this post a man with long busi- 
ness experience, including connec- 
tions with American Sugar Refining 
Company, General Foods Corpora- 
tion, Frankfort Distilleries, Jeffer- 
son Island Salt Company, Peerless 
Mfg. Company, and Citizens Union 
National Bank of Louisville. 

Mr. Brownlee has been with the 
War Food Administration as di- 
rector of transportation. His place 
there will be taken by Mark Upson, 
eastern division manager of the 
Procter & Gamble Company. 


Others Being Considered 


At his press conference, Mr. 
Bowles made clear that he hoped to 
bring in several other business 
leaders, all recommended by their 
industries, to head divisions of the 
OPA price control machinery. He 
said several men were now under 
consideration, and that he was 
having surprisingly little trouble 
getting candidates. 

In announcing the appointment 
of Mr. Brownlee and his intention 
of getting business men into key 
OPA spots, Mr. Bowles reported 
that at least three of the so-called 
“professors” would be retained as} 
“economic advisers.” They are) 
Donald H. Wallace, former Williams 
College professor who has been 
acting head of pricing since Mr. 
Galbraith left; R. B. Heflebower, | 
formerly dean of the college of 
commerce at Washington State Uni- | 


versity, who headed food pricing, 
and Clair Wilcox of Swarthmore, 
who has charge of industrial mate- 
rial prices. 

Mr. Bowles dispelled some of the 
mystery surrounding plans for the 
OPA when he appointed Reagan P. 
Connally, head of Interstate Depart- 
ment Stores, as head of a newly- 
created consumer goods division, one 
of the four new pricing divisions 
contemplated by the OPA general 
manager. 


Forhan’s Latest to 
Be Cited by FTC 


Washington, D. C., Aug. 20.—The 
Federal Trade Commission, in its 
latest action against a dentifrice 
manufacturer, today issued com- 
plaints against Zonite Products Cor- 
poration, New York, and Erwin, 
Wasey & Co. for newspaper, peri- 
odical and radio continuity adver- 
tising Forhan’s toothpaste. 

The FTC complaint alleged that 
“the only value of Forhan’s tooth- 
paste is as a not unpleasant adjunct 
to the use of the toothbrush in 
cleaning teeth.” Much of the action 
was based on Forhan’s advertising 
recommending the product “to help 
guard against gingivitis’ which the 
firm says “may lead to dreaded 
pyorrhea.” 

No substantial number of dentists 
have recommended Forhan’s as a 
means of accomplishing the result3 
claimed by the respondent, the 
Commission said. 
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Named Business Manager 
of Long Beach Dailies 


George L. Burt, 
advertising di- 
rector of the 
Press - Telegram 
and Sun, Long 
Beach, Cal., has 
been appointed 
business manager 
of the two papers 
to fill the va- 
cancy caused by 
the death of 
Capt. Charles W. 
Paddock of the 
Marine Corps, 


former business 
©. t. Surt manager, who 
was killed in an Alaskan plane 


crash last month. 

Connected with the Press-Tele- 
gram and its predecessor, the Long 
Beach Press, for nearly a quarter of 
a century, Mr. Burt has been adver- 
tising manager of the Press-Tele- 
gram since 1924. He is a _ past 
president of the California Adver- 
tising Managers Association. 


Carriers Buy Magazine 

National Rural Lettér Carriers 
Association has voted to purchase 
the National Rural Letter Carrier, 
weekly trade magazine, from C. C. 
McDevitt, Washington, D. C., pub- 
lisher for $55,000. The publication 
has been issued under a contract 
with the association. 
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- hundreds “here's how” articles on aluminum and 
magnesium were presented—and this edi- 
torial coverage continues in 43. 


of war —to shape their future field, in copper and brass and in other non- 


use im peace, the Metal Engincer must 
keep abreast of all new developments in 


the field. 


Light Metals Leadership 


Let us show you the study 
of editorial coverage that 
proves Metal Progress lead- 
ership in this important mar- 
ket in the metal industry. 


_ ferrous and ferrous metals has made Metal 
Progress the No. 1 Choice of some 17,000 © 
Metal Engineers. ; 


a The power of this leadership in the metal 


savings in advertising costs. Why not fig- — 
savings in planning your 1944 — 
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Doughboy Photo Is 
Contender for 
‘Most Seen’ Title 


Cleveland, Aug. 17.—A_ serious 
contender for the title of “Most 
seen commercial photograph of the 
war,” in the opinion of C. W. Ruth, 
director of advertising, Republic 
Steel Corporation, is the dramatic 
camera study of an American 


doughboy, which made its initial 
appearance in Republic advertising 
a year ago. 

Made by Pagano of New York 
under the direction of Meldrum 
and Fewsmith, the Republic Steel 
agency, the photograph appeared in 
a spread used in a long list of busi- 
ness papers last August. The adver- 
tisement, which carried a stirring 
plea to industry to segregate scrap 
steel to conserve vital alloying ele- 
ments and to save time at the mills, 
was offered in blown-up size for 
posting on factory bulletin boards. 
More than 28,000 requests for the 
blow-ups were filled, making the 
now-famous soldier an inspiration 
to thousands of plant workers. 

Later, the picture appeared as a 


spread in The Saturday Evening 
Post headlined, “All-American — 
1942.” An adaptation of the same 


advertisement ran in newspapers, 
and poster-size blow-ups were dis- 
played in all Republic plants and 
offices. 

Subsequently, with Republic’s 
permission, the picture was used in 
an OWI color poster and booklet, 
in a United States Employment 
Service poster, in newspaper adver- 
tisements by companies and organi- 
zations supporting various war 
drives and on house organ covers. 
Enlargements of the photo have 
been requested, and furnished, for 
window displays and art exhibits. 

Republic itself has consistently 
used the doughboy as a symbol of 
the entire armed forces in its house 
organ, in advertising literature of 
all types, in window displays and 
in employment posters and folders. 

During the doughboy’s travels 
one manufacturer offered to buy all 
rights to the photo at a fabulous 
price and feminine fan mail re- 
questing the boy’s name and ad- 
dress has not been uncommon. 


Test King-Size 


Penn Cigaret 


Wilkes - Barre, Pa., Aug. 19.— 
Penn Tobacco Company, maker of 
the new Winner king-size cigaret, 
which since early last month has 
been testing its product over Sta- 
tion WHP, Harrisburg, is featuring 
the results of scientific research 
proving Winners to have a low 
nicotine content. 

Adopting the slogan, “Gentlest on 
the human system,” the company 
has placed on the label a complete 
breakdown of blends used in mak- 
ing up the cigaret. Winners, also 
publicized as Willoughby Taylor’s 
best cigaret, sell for 15c and are in 
an ivory-white package. 

. M. Kiesewetter Advertising 
Agency, New York, handles the 
account. 


Toigo to Wm. Esty 


Adolph J. Toigo, formerly di- 
rector of research with Geyer, Cor- 
nell & Newell, and before that head 
of the research department of Ben- 
ton & Bowles, has joined William 
Esty & Co., New York, as vice- 
president and director of research. 


ACA Publishes Directory 


Associated Chicago Artists, 840 N. 
Michigan Ave., has published a 
directory offering examples of com- 
mercial and fine arts, advertising 


_ layouts and typography ideas by 32 
| artists. 
| available at the special price of $1 
| each. 


Copies of the first issue are 


Advertising Age, August 23, 


Business Papers 
Pledge Space in 
Food Campaign 


943 


New York, Aug. 18.—Ap) xj. 
mately 75 publications in the ‘oq 
and allied fields have enlist: jy 


the “Food Fights for Free: om» 
campaign, sponsored by the War 
Advertising Council in cooper »t; 
with the OWI and the War ‘oo 
Administration. At a recent meet. 
ing between the council’s represen. 
tatives and publishers in New y 
the general program was ouili 
and the complete cooperation of the 
publishers pledged. 

A series of advertisements 4j- 
rected to the trade itself are sched. 
uled for insertions in the business 
periodicals as an integral part of 
the campaign, which is primarily 
designed to acquaint consumers 
with the wartime food situation, 
Most of the business paper copy is 
expected to be sponsored by indi- 
vidual food manufacturers, but 
publishers havé also agreed to con. 
tribute space. Paris & Peart, New 
York, is handling the business paper 
phase of the campaign. 


Hold Regional Meetings 


Regional meetings to present de- 
tails of the program to food adver- 
tisers, agencies handling food ac- 
counts and others concerned with 
consumer information on food will 
be held this week. The first of the 
meetings is scheduled for Aug. 24 
at the Blackstone Hotel, Chicago, 
followed by a meeting at the Wal- 
dorf-Astoria Hotel, New York, Aug. 
26, and a final session in San Fran- 
cisco Aug. 30. 

Marvin Jones, War Food Admin- 
istrator, and Chester Bowles, OPA 
general manager, will be the prin- 
cipal speakers at the New York and 
Chicago meetings. 


Two Appoint Tyson 

Douglas Machinery Company, 
manufacturer of machine tools, and 
Coburn Trolley Track Company, 
Holyoke, Mass., manufacturer of in- 
dustrial track and building hard- 


ware, have named O. S. Tyson & 
Co., New York, as their advertising 
agency. 

. . 


Ann Holden’s new time 
proves more popular 


Just five announcements at 
her new afternoon time 
brought in 1,395 letters — 
an average of 279 per an- 
nouncement. And now you 
can buy Ann Holden's 
Home Forum on a daily 
basis for only $350 per 
month. See your Blue Spot 
Representative or wire us 


direct for details. 


o * x 
* 
SAN FRANCISCO - OAKLAND 
.  @? 


810 K. Cc. 7500 WATTS 
Blue Network Company, inc. 
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NOSES WEREN’T ENOUGH 


Has there ever been a more spectacular rise in publishing history than that of Newsweek? Circulation 
“upped” 74 per cent in five years... total circulation, now more than half a million ...and this jump in 
advertising revenue among general magazines: from twenty-second to fifth place! How did it happen? 
Simply because noses weren’t enough. As the news became more important, it became essential for journalism to 
offer more than a nose for news. The people wanted news meaning, news significance. That’s where Newsweek 


came in. It gave the people what they wanted. It gave them more. Signed opinions, written by eminent authorities. 


Men like Robey, Lindley, Pratt, Moley. Then there’s the ‘‘Periscope,”’ forecasting the 
future with an unheard-of accuracy of 88 per cent! Now, ‘‘Postwar Horizons’’ goes 

even farther... exploring the future possibilities of subjects like aviation, electronics, ae = 

plastics. But that’s not all! Newsweek also offers—on-the-spot news from the fighting 


fronts—written by top-flight war correspondents exclusively for Newsweek! Is it any 


wonder Newsweek has become a dominant force in American thought almost overnight? 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 
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In Washington... 


Congress Away, So 
War Agencies Aim 


at Mending Fences 


OPA, OWI, Civilian 
Supply Being Given 
Thorough Going-Over 


Washington, D. C., Aug. 19.— 
Administration leaders are taking 
advantage of the breathing spell 
created by Congress’ absence to 
introduce drastic alterations in some 
of Washington’s more vulnerable 
agencies, hoping thereby to allay 
any recurrence of the June-July 
revolt in which the legislators 
threatened to take the reins of gov- 
ernment away from the White 
House. 

OPA and OWI, two of the more 
troublesome organizations, are now 
undergoing a change in manage- 
ment. Civilian supply is getting 
serious attention from both WPB 
and James F. Byrnes, director of the 
Office of War Mobilization. An 


agreement between the White 
House and Congressional leaders 
covering Congress’ role in postwar 
commitments is in the offing. 

OPA seems renewed and stronger 
under the leadership of Chester 
Bowles. His first two appointments 
—Jim Rogers of Benton & Bowles 
as assistant director, and James 
King as director of information— 
have been well received. Rogers’ 
ability was well known, but King, 
it seems, is a pleasant surprise in 
that he has demonstrated remark- 
able ability as an organizer and has 
proved easily accessible to members 
of the OPA staff. 


OWI on New Track 


Palmer Hoyt, new OWI domestic 
chief, is out to prove that he meant 
business when he said that OWI 
would work through established 
media. He has fired over half of 
the old domestic branch staff, and 
abolished a lot of doubtful projects. 
He is appointing media committees 
which will give industry a chance 
to get its ideas into OWI. 

Finally, he is planning an Office 
of Program Coordination which will 
deal efficiently with media. 

The Office of Civilian Require- 
ments under Arthur D. Whiteside is 
making itself felt as a claimant 
agency for civilians. Strongly sup- 
ported by Mr. Byrnes, it is taking 
firm stands against the military 
when necessary, and forcing the 


services to justify heavy demands 


RAFT RATION 


A new type of life raft ration can for 
the Army air forces is this one made and 


packed by Continental Can Co. It con- 
sists of a six-pound oblong key-opening 
meat can cut down to the size and shape 
required for rolling up i of rubb 
life rafts. Each ration can contains 12 
packages of Charms, six of P-K's and a 
supply of C and B vitamins. 


for supplies and facilities. A little- 
noted passage of Mr. Byrne’s speech 
last Monday explained the workings 
of review committees, which are 
scaling down military orders and 
making way for more civilian goods. 
The OWM director promised more 


civilian goods insofar as production 
did not interfere with the war 
effort. 


Patches Distribution Machinery 


Pending reports from these re- 
view committees, Mr. Whiteside is 
patching up the distribution ma- 
chinery to make sure that military 
purchasing agents, with their high 
priorities, are not able to buy away 
supplies intended for civilians. A 
directive now in the final stages of 
preparation reserves civilian goods 
for the home front unless the mili- 
tary produce a triple-A, or emer- 
gency rating. 

Mr. Whiteside is apparently 
making good, and chances for re- 
vival of the Maloney Bill to estab- 
lish an independent office of civilian 
supply are diminishing. Whether 
Mr. Bowles and Mr. Hoyt will fare 
as well is another story. Directly 
in the political cross-fire as they 
are, they will have to dig deep to 
survive. 

+ * * 

No change in the gas ration west 
of the Rocky Mountains is in pros- 
pect, according to Chester Bowles, 
nor have there yet been any changes 
in the East. As a result of all the 
excitement last week, the only 
change is that a Midwest and 
Southeast “A” coupon has dropped 
25% in value. Eventually—perhaps 
after Labor Day—the pleasure driv- 
ing ban in the East will be lifted, 
and perhaps later, that 25% savings 


cr 
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The pages of BPIC* Specialized Export Publications 


are great door-openers! 


They capture the attention 


and interest of Latin America's leading buyers and 
business men because they carry informative, factual, 


vital news of famous U. 


S. methods of manufacture, of 


new developments in industrial, technical and profes- 
sional fields. Use these eagerly devoured pages to 
cash in on volume of present and post-war buying .. . 
to keep your name in the forefront of this amazingly 
rich and important market . . . to insure your getting 


*BUSINESS 
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the glad hand instead of the cold shoulder when the 
orders are being handed out. 


The open door with “WELCOME” on the mat awaits 
consistent advertisers in these leading publications. 
They cover the five most important export markets; 
drugs, automotive, engineering, construction and in- 
dustrial fields in Latin America, and the automotive 


field throughout the world. 


*BPIC circulation is based on subscriptions more than 
80°% paid, a record no other publisher can boast of. 


PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, 
(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


NEW YORK 18, N. Y. 


FARMALEUTICO 


published monthly in Span- 
ish, circulates to the Latin 
American INDUSTRIAL 


published monthly in Span- = | monthly in Eng- 

sh and circulating to the 
AUTOMOTIVE TRADE in 
Africa, 


ish, circulates to the Latin 
American CONSTRUCTION 


Asia, 
field. 


Oceania. 


Europe and 
Latin America, 


published monthly in Span- 
ish and circulating to the 
AUTOMOTIVE TRADE 


published monthly in Span- 
ish and circulating to the 
in DRUG TRADE in Latin 

America. _] 


Advertising Age, August 23, 19.» 


from the Midwest and South,: 
will be passed on to the sharp] 
curtailed Easterners. ey 


* +* + 


Under great pressure from the 
radio industry, including an a 
to Byrne’s office by NAB, Ra, 
Ellis, chief of the WPB radi 
radar division, has agreed to 
production of 15 scarce types ; 
placement tubes for home |; 
sets. Mr. Ellis will send direc: 
to manufacturers to schedule ir me. 
diate production, but WPB does no 
know how many tubes will go t) 
civilians. 


One agency that is slated for , 
Congressional going-over nex; 
month is the War Manpower Com. 
mission, which has tried every sort 
of coercion short of national service 
to get men and women into war 
jobs. The threatened drafting of 
fathers may crystallize Congres. 
sional demands for a national sery. 
ice bill. 

If this happens, Paul McNutt 
chief of WMC, probably won't fee| 
bad—he has had a national service 
— in his pocket since last Decem- 

r. 


* * * 


Contract termination will be in 
the news in the next few weeks. 
WPB and the Army are trying to 
reach an agreement on an over-all 
policy covering all agencies. Last 
week the Army eased industry's 
worries a bit by declaring that it 
would follow through on its con- 
tracts, and a special office is now 
being set up in the War Depart- 
ment to handle cutbacks, revisions, 
and eventually termination. 


‘St. Louis Star-Times’ 
Moves Executives Up 


Arthur E. Kaye, business man- 
ager of the St. Louis Star-Times, 
has been advanced to the new post 
of general manager of the news- 
paper, and has been succeeded as 
business manager by Louis J. Hoff- 


Arthur E. Kaye 


L. J. Hoffmann 


mann, circulation manager, whose 
post in turn has been filled by 
Charles B. Cleaver, assistant circu- 
lation manager. At the same time, 
Ernest Kirschten, formerly with the 
St. Louis Post-Dispatch, has been 
named editor of the editorial page, 
succeeding Willard E. Shelton, who 
has joined the Chicago Sun. 

Mr. Kaye has been with the 
Star-Times for 27 years, serving 
successively as advertising sales- 
man, advertising manager and busi- 
ness manager. Mr. Hoffmann joined 
the paper in 1910, was in the busi- 
ness office, the advertising depart- 
ment and the circulation depart- 
ment. 


ling Women While 
They’re Young 


Published by GIRL SCOUTS 
155 EB. 44th Se., New York 


Member of 
THE YOUTH GROUP 
— ; 
200,000 ABC! 
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A BUSINESS FABLE 


Not so long ago all the big and little Mint- 
monger bugs used to buzz busily around the 
north end of the big receptacle into which 
for hundreds of years the lush mintprint was 
poured. Millions of them swarmed and dipped into the 
mintprint...some few got their fill where it bubbled 
over. ..some were crushed in the rush, and some only 
got a smell, but always the Mintmonger bugs swarmed 
around the north end of the mintprint receptacle. Then 
one day there was a great commotion. . .the mintprint 
bubbled momentarily and with a gurgle (which with 
all the uproar could hardly be heard) the mintprint 
went lower and lower into the receptacle. At first the 
Mintmonger bugs didn’t know what to do. . . then one 
braver or perhaps wiser than the rest flew down to the 
south end of the receptable. .. and what do you know! 


There the mintprint flowed lush and green 
as ever and the wise little Mintmonger bug 
just lay on his back with his mouth open and 
drank in all the mintprint he could hold! 
Now the moral of this business fable is: 
The big end of the funnel isn’t always 
the business end! 


Incidentally, you’ll find the war has speeded the flow 
of Industry, Capital and Trade Southward and that a 
great portion is funneling through to New Orleans. 
Lush profits in the rich New Orleans market await the 
business executives who place their advertising now in 
the newspapers which are read by over 70% of the 
newspaper reading families . . THE’ TIMES.- 
PICAYUNE and NEW ORLEANS STATES, morning 
149,213, evening 75,532, Sunday 247,215. Represen- 


tatives: Noee, Rothenburg & Jann, Inc. 
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By T.£. MURPHY 


L 


“When we speak of increas- 
ing readership among women and 
young people in the new Post, we 
have no thought of making the 
Post less attractive for men. We 


merely mean we have chosen as 


our target the average, intelligent 


American family.” 


Ben Hibbs 


EDITOR 
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EW POSTS EDITORIAL TARGE 


— and were hitting the mark/ 


MEET A TYPICAL POST FAMILY AND 


SEE WHAT HAS HAPPENED! 


MRS. J. Wife and Mother, Age 39 


She’s typical of millions of women 
who read the new Post. Today — 
more than ever before—her reading 
tastes cross her husband’s. She’s got 
to be informed. And she still loves 
good fiction and good humor. 
Through editorial research — we’re 
finding new ways to win more of her 
time to the Post—and yet win more 
of her husband’s time. 


BETTY J. Daughter, Age 18 


It doesn’t take jive and jazz to make 
a Post reader of Betty. She’s in the age 
group under 30 that has accorded the 
new Post its biggest cheer for editorial 
hits. Betty is living in a new world— 
a world of intelligent, sharp-minded 
youth. The new Post is meeting the 
new viewpoint of youth squarely 
and sensibly. 


EDITORIAL HITS IN THE NEW POST EDITORIAL HITS IN THE NEW POST 
AMONG WOMEN READERS IN ALL AGE AMONG YOUNGER READERS 


GROUPS HAVE INCREASED 50% HAVE INCREASED 63% 


JIM J. Husband and Father, Age 43 


The new Post is everything Jim 
wants in a magazine. Authoritative 
information from the war’s hottest 
spots — from inside Washington — 
national and international affairs — 
sports, hard-hitting fiction for a man 
— humor and cartoons. And while 
Jim’s wife votes an increase of 50% 


JIM IR. Son, Age 16 


Jim, Jr. is one of the younger men in 
the age group under 30 who surprises 
his elders these days with an amazing 
knowledge of national and world 
happenings. He’s reading the new 
Post because it treats him like the 
man he knows he is in these days of 
young men of great age. 


in editorial hits—Jim goes one better. 


EDITORIAL HITS IN THE NEW POST EDITORIAL HITS IN THE NEW POST 
AMONG MEN READERS IN ALL AGE AMONG YOUNGER READERS 
GROUPS HAVE INCREASED 52% HAVE INCREASED 63% 


N editorial hit is a story or article which is completely read by an excep- 
A tionally high percentage of the Post audience. In 1941, a standard was 
established for measuring editorial hits. A story becomes an editorial hit 
when reader research proves it has exceeded this standard in any age group 
or in either sex. In the issues checked for readership in 1943, the new 
Saturday Evening Post shows the following increase in editorial hits over 1941. 


63% MORE HITS 23% MORE HITS 50% MORE HITS 


IN THE AGE GROUP UNDER 30 IN THE 45 AND OVER GROUP AMONG WOMEN 
48% MORE HITS 48% MORE HITS 52% MORE HITS 
IN THE 30-44 AGE GROUP IN ALL AGES AMONG MEN 


From women —from youth— from people of all ages and both sexes— the verdict is unmistakable. 


PEOPLE LIKE THE NEW SATURDAY EVENING POST 
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Appeals Machinery 
of WPB’s Paper 
Branch Explained 


Present Procedure 
Won't Be Changed, 
Officials Say 


Washington, D. C., Aug. 19.— 
Officials of the WPB printing and 
publishing division, although warn- 
ing that a fourth quarter paper cut 
is probable, are not planning to 
overhaul the appeals machinery 
that acted favorably on 491 news- 
paper applications for extra paper 
during the first six months of 1943. 
A similar arrangement for maga- 
zines granted supplemental paper to 
85 publications. 

No special form is used in appli- 
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cations for relief from _ either 
L-240, the newsprint order, or 
L-244, regulating magazines. Pub- 
lishers merely submit a letter with 
their request to the printing and 
publishing division. The request is 
studied by one of the two appeals 
committees that have been set up, 
one committee for newspapers, an- 
other for magazines. 

These committees recommend 
favorable or unfavorable action to 
the WPB appeals board which must 
make all allotments. 


No Record of Turndowns 


WPB has no records of the appli- 
cations that are turned down. In 
many cases applications are with- 
drawn following an informal 
opinion from the _ division. In 
others, applications have been with- 
drawn after an unfavorable recom- 
mendation by the division’s appeals 
committee. Regardless of the divi- 
sion’s recommendation, a publisher 
is entitled to press his appeal to the 
WPB appeals board. 

Members of the printing and 
publishing division’s appeals com- 
mittee for newspapers are: Matt G. 
Sullivan, chief of the newspaper sec- 
tion, and former circulation man- 
ager of the Gannett Newspapers; 
Thomas P. Lynch, labor repre- 
sentative, formerly of the Inter- 
national Brotherhood of Bookbing- 
ers; Peter B. B. Andrews, chief of 
the program section, formerly 
assistant city editor of the Wall 


Street Journal and associate editor 
of The Magazine of Wall Street; 
Curtis E. Lakemen, chief of civilian 
supply section of division of ap- 


peals, formerly of George Grady 
Press, New York; William R. Wil- 
lets, conservation, of the Oxford 
Paper Company, National Lead 
Company, and Titanium Pigment 
Company. 


Other Persunnel 


The magazine appeals committee 
of the printing and publishing divi- 
sion is composed of Walter J. Ris- 
ley, chief of the magazine and 
periodical division, formerly with 
Curtis Publishing Company; Ste- 
phen G. Wright, consultant, for- 


merly with Time Inc.; William Wil-|. 


letts; Gilbert L. Parks, Office of 
Civilian Requirements, formerly 
with Macfadden Publications; and 
Thomas P. Lynch. 

Following consideration of the 
application by either of these com- 
mittees, the appeal goes to the WPB 
appeals board for final action. This 
board, which rules on appeals from 
all WPB regulations, is headed by 
A. N. Holcombe, professor of gov- 
ernment at Harvard. Other mem- 
bers are J. W. Sands, conservation 
division, formerly of International 
Nickel Company; R. M. Marginet, 
labor production division, formerly 
with the Boston public schools sys- 
tem; James G. Minor, industry 
operations, a Detroit consulting 
engineer; Harrison B. Lillibridge, 
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It’s EXTRA FERTILITY 
we’re talking about 


Today in many ways, Southern Agriculturist’s 14 Southern States 
stand out like beacons in a blackout. They have made greater cash 
gain, percentagely, from livestock and crop marketings, than any 
other geographical division. 14 Southern States this year are up 
43% over 1942; the rest of rural U.S.A. increased 32.5%.* The 


contribution of these 14 Southern States to America’s Food for 


Freedom program has been terrific. 


We don’t want to bore you with figures . . . but these important 
facts effectively emphasize the extra fertility of the Southern Farm 
market, the market in which Southern Agriculturist has enjoyed 
high reader-interest and reader-appreciation for over 75 years! 


* Official 1st 4 months’ figures. 


Is read by 2 out 

of every 5 white 

farm families in 
the South. 
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Advertising Age, August 23, i943 


ILLUSTRATES MANY RUBBER USES 


BOUNCE, BALLS, BOUNCE! 


Bee 1 eal Le 


SUL SOLID BALLS OF RUBBER coughs in the act of bouncing by « highspeed 
qumere that cheots ot the speed of 1/6592 of « serond. All of them were 

from exactly the came height... and yet, what « difference there is! One of the balls 
be made of ¢ compound coataiming natura! rubber back of the other Ove balls coo 
tains one of the five major types of sythetic rubber. 


Bounce the balls as much as you please. One bounces high One 
bounces low. One bounces in between But which ball is best? Actu- 


The rubber industry, the chemical and petroleum industries, and the 
Government, working as a team, have made this achievement possible. 
By pooling all their experience with synthetic rubber and all their re- 
sources and “know how,” they have broken the threat of “rubber short- 
age” the Axis counted oa to throw us out of the war. More than that, they 
have produced kinds and types of synthetic rubber that can do jobs 
better than they have ever been done before for special purposes... 
and for all time declared our independence from any future cut-off 
of the nation’s rubber supply. 


‘That is the true meaning of the synthetic rubber program to the 
American people today. We are proud to have contributed our experi- 
ence and our resources to doing this job... and doing it in record-break- 
ang. history-making time 
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Cam you pick out = hich of the balls bs made of the rubber used io making Army bar 
rage ballecss? Which rubber is being wend today for making tires for military sod 
exseotial civilian cars? Which one bs used for grecline hose? Which for 
insulating tape? Which for making lacquer hose? Try your shill. You ~ill Gad the 
aaswers te these questions is the ber at the bottom of this page 


SYNTHETIC RUBBER 
IS NOT JUST ONE NEW KIND OF RUBBER 


It is a whole family of new materials 
each with its own important uses 


‘What the future holds for synthetic rubber is still not fully known But 
this much is certain. When this war is won, with the knowledge we are 
gaining through the use of all these synthetic rubbers every day, and 
using them with natural rubber, your peacetime products, whether tres 
for your car, waterproof footwear for your children or gasoline hose for 
your service station, will give you better serviee than the best we knew 
before Pearl Harbor. 


THEY MAY LOOK LIKE “SIX OF A KIND” BUT WERE ARE THE ANSWERS 
TO THE WAR JOBS EACH ONE CAN DO 
A Thee bed wee nde wath metered utter — mand Cad be meting Dulles ering goatee bone 


fw beed quemiiice tntey fo cmmbeectune woh ter ow Aghir planes cod bembers be ewer game 
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Seal om 
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THE WATION'S BIGGEST STOCK PILE OF RUBBER IS STILL THE 
RUBBER ON OUR CARS AND TRUCKS.. 


UNITED STATES RUBBER COMPANY 


- CONSERVE YOUR TIRES! 


war use, are explained in this “editorial” 


by the U. S. Rubber Co. 


Five major types of synthetic rubber, each designed for a different but valuable 


advertisement placed in 18 newspapers 
(Story on Page 37.) 


Office of Civilian Requirements, 
New York lawyer. 

A total of 263 newspapers re- 
ceived allotments of 66,352 tons of 
paper during the first quarter of 
the year, and 228 papers received 
57,962 tons during the second quar- 
ter. Altogether, 109 newspapers 
received allotments during the first 
half in excess of 100 tons. The 
largest allotment went to the Chi- 
cago Sun, which used no paper 
during the newspaper base period, 
and which was awarded 17,525 tons 
during the first half. The only 
other paper to get more than 10,000 
tons during that period was the 
Philadelphia Bulletin, whose allot- 
ment was 11,894 tons. 

Others which received 1,000 tons 
or more included: Los Angeles 
Examiner, 2,989; Los Angeles Times, 
1,400; San Diego Tribune, 1,190; 
Bridgeport Post, 1,000; Washington 
Star, 1,382; Washington Post, 1,263; 
Chicago Herald- American, 1,346; 
New Orleans Times-Picayune, 1,331; 
Baltimore Sun, 2,409; Baltimore 
| News-Post, 1,553; Boston American- 
| Record - Advertiser, 1,416; Detroit 
Free Press, 4,721; Detroit News, 
4,400; Detroit Times, 2,783; St. Louis 
Post-Dispatch, 1,852; 

St. Louis Globe-Democrat, 1,228; 
PM, New York, 1,497; Buffalo Eve- 
ning News, 1,237; New York Mirror, 

| 4,435; New York News, 2,700; New 
York Journal- American, 5,437; Phil- 
|adelphia Inquirer, 9,684; Philadel- 
| phia Record, 1,462; Seattle Post 
| Intelligencer, 1,098; Seattle Times, 
1,595. 
| During the first half, 85 maga- 
| zines and business papers also were 
given allotments, totaling 7,721 tons. 


Among magazines 
than 100 tons were: 

Farm Journal, 262.9; Crowell- 
Collier, 1,809; Christian Science 
Publishing Company, 120; American 
Home, 518.4; Esquire, 447.3; Leath- 
erneck Magazine, 120; Capper Pub- 
lishing Company, 391.93; United 
States News, 200.1; Newsweek, 377: 
Meredith Publishing Company, 279; 
Flying Cadet Publishing Company, 
128; Henry Publishing Company 
357.2; Infantry Journal, 132.3; 
Home Garden, 143; Reader’s Digest, 
628.7. 

Among business papers were the 
following: Industry and Power, 
30.7; Modern Industry, 20; Cald- 
well-Clements, 52; Harvey & Howe, 
Inc., 43.2; Irving Cloud Publishing 
Company, 22.5; Western Business 
Papers, 4.7; Cleworth Publishing 
Company, 11.8. 


T-S Adds Kate Smith 


Kate Smith will write a monthly 
feature for True Story, a Macfadden 
publication, beginning with the No- 
vember issue. The department will 
deal with subjects of interest to 
women, covering books, plays, mo- 
tion pictures, radio programs and 
topics of current interest in other 
fields. 


Miss Fuller Promoted 


Margaret Fuller, for the past six 
years merchandise editor of House 
Beautiful, New York, has been 
appointed assistant to the publisher 
R. A. Hoefer. Before joining the 
publication, Miss Fuller was in 
charge of merchandising and styling 


getting more 


for F. Schumacher & Co., New York 


— 


IN THE SOUTH’S 


50,000 WATTS 


Nat'l Representatives: 


THE GREATEST SELLING POWETF: 


NEW ORLEANS 


— 


GREATEST CITY 


CLEAR CHANNE! 


CBS Affiliate 


The Katz Agency, Inc. 
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| ally, there is no one “best kind” of rubber for every purpose. Without 
all of these main types of rubber, natural and synthetic, it would not 
be possible to provide our fighting forces with the tools they need to 
pve our enemies the beating they deserve and bring our men home with 
EEE EEE EEE EERESeeeneeeeeeeeenee Ube victory won with the greatest possible speed 
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What handful of Bostonians 


PD) 2 was 1822 and the site of the 
: Battle of Bunker Hill was going 


< under the auctioneer’s hammer. 


Unless someone stepped in, 
this hallowed ground would 
be overrun with warehouses or shanties. 


At the last minute a Boston editor, Gen- 
eral H. A. S. Dearborn, rallied the leaders 
of the city—enlisted the support of Daniel 
Webster, Professor Ticknor, Dr. Warren, 
William Sullivan, George Blake, Thomas 
Perkins, Theodore Lyman. Together they 
formed the Bunker Hill Monument Asso- 
ciation—preserved for generations to come 
the scene of one of the great moments in 
America’s beginning. (And it was the wives 


could save Bunker Hill 


of these leading Bostonians who organized 
the Fair that raised the money to finish the 


monument.) 
* * * 


O WHOM would General Dearborn turn in 

Boston today? Who are the Bostonians of 
1943 with the greatest influence, the positions of 
leadership, the sense of a past and a future—the 
vital people at the top or on the way to the top 
—the people other people listen to? 

For an objective answer, TIME turned to the 
H. B. Humphrey Company, top-flight Boston 
agency—asked them to name the most impor- 
tant people in Boston now. 

500 were named—and then asked to name the 
magazines they read regularly, to name their 
first-choice and their second-choice magazines. 

Here are the findings: 


1 SosTOR 


\ 


The way to reach top people everywhere 


. ‘ 


today? 


Of the 306 top Bostonians who replied (61%)— 
1. More than 50% read TIME regularly! 


2. TIME is so much their favorite they give 

TIME 2% times as many first place votes as any 

other magazine, however large its circulation! 
As Boston’s leaders vote, so vote the nation’s 
leaders. For similar surveys in other cities are 
showing similar results. 


And group after group of America’s leaders— 
corporation officers, members of Congress, col- 
lege presidents, men and women listed in Who’s 
Who (and 31 other groups) vote Time Ameri- 
ca’s most important magazine. 

* * * 
‘THE IMPACT OF PEOPLE like these—the impact 
of their actions, ideas, buying preferences, on 
thousands of others—is beyond measuring. 

And by their own say-so, the way to reach 
them is through the pages of TIME. 


— i: eos le ae : i Sale —— : - 
= “ee ‘ sata ° Eyre y a, a eS . : 5 ; ‘ me 
, — (ERC HO ge , ; Sloe Bt ee % ' w Y oe ae ie ee eo Agua —" Me > ila Se : iP —s. : is 
A &e RE a | saeco, | eine Ce “AS TA | Ee eps Ss 5 DS a: ‘, ae a oe — 
: = i ae ont: Ee me ee ms aa ei. 5 | « 25 ; : 3 a ae “eg ey 
ke 4 ee” Ce ie ate ee 2 j io . fy : ee en —_ Satine § es aie 
Ps ag Yet ie { saat. ie | Se Wis ae” eo j ve a agents Se ee 
x : - . o com igs a : Pe ee ; ae , 4 ee a0 : oe i: — re ’ ERB bw ee eet ov. xi —. M - 
: Lggreneree tans eck, <3 ; 4 aoe ae ee ee Wie eS oe es a i eomcoces sees aris onan “ bate 
2 oe a a ae ey w . ee % : ; 
6 s Pr one ee ae eg 4 . i : Fee on ae Be al ere AS, te t : - Cc “ ih. = tee ess 
v > ‘ots wn a . ee ee f d 74 2a a ° ‘ie CEST cette — , Lea a = Ne se ~~ at Ct pitts . pi rs : ' 
et ee . a? a a tt at. ler te —_— % as Seer SS oe ‘ 
———_—- & ww “Fea te we ee ‘ > = , : ee 
ee ‘ SS ae Bist > ; 4 © fs ee % —a— i 0lU!lUe _ ae » y ; : ce > 23 & 
a ee *y a 7 ¢ ie ; Bak 2% ce : oes _ Ee Sf ; 3 » ale F f : i : e* —" 
a — ¥ Sie £ aoe = me . J ~~ Z a a a 
— a We Se | —- F an wal Bee @ ae io _ ‘ va ee 
< “i ta g y oe gee ; Pe iia = shiat F- 4 a fi Z : we (al ae va’: $3 
is tg =. . & " cL gp i ji4 
y Poe ee a i 3 Po Ps 44 aa. EP thee 4 . Bee as << Fy ff ? i / ; 4 
We ae pao : a oe ater . witli Fe Bs = ‘ » oh 2 Pe ers en : ° ae es = a 
-_ ; ei oe cm 4h! = ee: 4% > ae | a ee Ps : oo ee ae ee 2 
oe — ie ~ ? vi o ote 8 oo i adil . , . 4 ef 5 ee Se, 
, 7 ‘ a a, . ease a 7 _—— tT) % el eo a 3 Pa Fae 2. ore a a te - a \ ; tio é e? é , cP =~ ‘ , “ 
- sear or yo 1 ) Se aa til. Se are fh YH ce. | os 
ae BA fi ; $. ss og “eb sa eS - & # ai Mies — ees. i! “ . i 
; Pe a ee Te. Tene eo ge: = 2 BS t 4 f 3 a sea cs Pena pore < wy? 
_— " nee : a sae ta =f j o +4 e r. «% eqsamtiiiin : * ” 
a ‘ i a & ee i oe = Ma wl es . Be A: t tl i ae a . 
oa j? as 7 ~~ aS ae .o n of : ~_ i 3 
_ 3 fe AO ; =| : ae Ja ae... 4 a 
; : fg * i - me mee ie . F $3 = * 7 ; aa . le a ‘i _ of of al a: nae “a 
( 4 tie ks +. : je nner SG” A =: fa \\ a ti on a be. 
a | on *% se }} _ > <a 
4 ia ee tie “” “an oe - 4 oa eee, 
a : £ a) ee same ; , a “ f op ‘ bi, - —— > 4 baie = ‘- F . Ss Re 
d oo: — _— ¢ ee Aa ant a’? “er —e +> on, ay i. 2 ‘ 
P -_—. & 4 tr a : wi ae. = s\ bom "a >». 
 - : * JO ght es ~ “~ “am ya? %, gz “it a . Bs #« a+} . i 
ee Line a ls i ewer a* a yeY 2 . Chay. Bf ; 
i ee °° | dae 4 it laa ee ‘ y orn 2 , a 
mm, a +) wee neewee* ew } : ‘\ re. : >) “ 
— s aa A ef ; , yeew* bs >" ae “G #. A ; L\ Mie, = , aa 
: <a, Fi eS > w* . eee a 5a " regs a i $ 
£ oe 7 ra i = ae a -_ io .* 2 we : 7 eet ting x 
= ga <a DF * oe” wee *) ,/ te, i Pd ‘, : “> re woe, © tee, an 
7 . - a 5 - : 2S ~~ a. eo 
* 1 , A ey 7 aS dnl  ¢ eo = a, . ss % ee, ; a8 | _ ar Y ‘ a 
os ee Re ge a : rs ‘‘*-s"% 7 we % # ee a | if al —— — "i ae ree ; a A a 
: ee ee es” — etre . : Ps - o oo x, a r eS Po fe SS -. "thn ae F. 4 al 
pt Sere ee tf af git i ou =. A ae 7 hes . ‘ , —_ ie Fe ' eis — a awe 
pila ita = Bs os eid is. » i .\Y a ee : ; al Rewer inn ee ge pee 
a et . i A a ee ea he's - os, el ee of 3 = - 
- as Getan a + %, he 4 be MO ege “a = gi : . , oo. ‘ x “Lm ae Ve — 4 a fa _— hg 
— Pa aa > mi % Mie ng a lls, : ae 2a a r. : — tial wi ” a ; Pe, a 
eo 2 C8, te Pe ‘ e's oe eae igre a 
rs appa < Weng, hy, ¥ ng ——— nd Le > Re an 
a # s * “hy #: é . ’ ce Spat we. mee d ai — 
3 ) ey ee 4 ey F oe Pe ae j 
Ri ae ees . << at a *  y " oe ™ > Ps tach Mee eat Pe, Mee eo, al 
z / * a hag sancintensebetinastateiamnasisis . 
$$$ “s said n-ne nnas deiiaisdeamaseameemiaitanartansenatpcaes: 
| po — | 
C Rew 
A4 
' J 
v 
THE IM | 
NE WSmac 
é % ty 4g ep “* 3 > £ 
ei, 7 ie: Att a tb jousths 
| 
7 9 Ry Ne hy oe Ne raw en r f = 7% 2 a = 
"sts ae : ee be : : . oe : ba ie Ps 
; Aa ye iS or a a wa a eats S. ee a x He ae So u¥ Fal mt 2% Ens 
Mate cag. i as ¥ 5 7 —— 
ee fain ¢ 2 4 ¥ ' Gs 


NEWS 
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CHICAGO TRIBUNE 
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Percentage of total advertising 
exoenditures placed in each Chicago newspaper 
First 7 months 1943 


Cw 


and more proof that it pays to advertise in the Chicago newspaper more people read and want! 


As shown by the chart, advertisers during the first seven months of this 


year placed in the Tribune 50.1% of their total expenditures for space in 


Chicago newspapers. 


This was more than they placed in all other Chicago newspapers combined. 


They stepped up the Tribune’s lead over the next.Chicago newspaper 
from 149.9% in the first seven months of last year to 179.4% in the’ similar 


period this year—the highest percentage of lead for any like period in history. 


Here are facts too significant to be scanned 
lightly by any advertiser determined to 
gei maximum returns from his promotion 
fun is in the Chicago market. 


Chicago’s supply of spendable cash is 
the highest in history. Peak employment 
steadily is converting entire families into 
new prospects for every available kind of 


|hicago Tribune 


THE WORLD’S GREATEST NEWSPAPEP 


July average net paid total circulation: Daily, Over 940,000 — Sunday, Over 1,200,000 


nother 
li-Time High 


in Chicago Tribune Advertising Leadership! 


merchandise and service. 


The situation plainly calls for the inten- 
sive, full-market advertising pressure which 
you apply to best advantage when you 
build your Chicago promotion around the 
Tribune. 


Delivering hundreds of thousands more 
circulation, daily and Sunday, than other 
Chicago newspapers, the Tribune has the 
breadth and penetration of coverage you 
need in order to gather in the volume of 
sales now available in every neighborhood 
and suburb of Chicago. 

To gear in your advertising with your 
new opportunities in Chicago, build your 
program around the Tribune. Rates per 


100,000 circulation are among America's 
lowest. 
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Cooperative Advertising 
Prospects 


While ADVERTISING AGE does not; means of holding their old markets. 
make a specialty of crystal-gazing | Competition, from a marketing 
or predictions based purely on sub- | standpoint, will be greater than ever 
jective thinking, here is one fore- | before in the history of business. 
cast we should like to put into the| While many individual companies, 
record now. It is this: the end of | leaders of their fields, will under- 
the war will see a new high in the | take advertising which will be pri- 
number and size of cooperative ad-| marily in behalf of their entire in- 
vertising programs. dustries, it will be found necessary 

At the end of the first world war,|in other cases for manufacturers 
a remarkably large number of co- | jointly to promote their common in- 
operative campaigns were under-/|terests. The campaign now being 
taken, largely because of technologi- | developed for the can industry is an 
cal developments during the war|example of the sort of cooperative 
which created inter-industry com- | effort which will be typical through- 
petition on a broad scale. Most of | out the business field. In some in- 
these campaigns were continued for | stances, like that of the Can Manu- 
several years, and some have been | facturers’ Institute, advertising will 
maintained ever since. At least one | be undertaken before the end of the 
advertising agency which was ex-| war for postwar purposes, while in 
ceptionally successful during the | others preliminary research and or- 
’20’s specialized almost exclusively | ganization will be needed to get 
in this type of business. projects in shape for execution at 

When this war is over, the num-| the end of the war. 
ber of new or improved products,| This is such a basic situation that 
materials, machines and methods | every business which is likely to be 
which will be available for general | confronted with new and powerful 
use will be very large. Technological | competition at the war’s end should 
developments of basic importance|be considering now whether it 
will be enormously greater in im- | should plan to meet this competition 
portance and far-reaching signifi- | alone and independently or through 
eance than at the end of the first | cooperative effort. Our belief is that 
world struggle. New industries will | in many cases the answer will be 
be competing for recognition, while | |found in an industry program, sup- 
old industries will be improving | ported of course by vigorous indi- 
their products and methods as a_ vidual campaigns. 


A Question of Ethics 


The author of “The Diary of an | professional adviser. 
Ad Man,” with whose comments on, If the agency has operated on the 
advertising we are usually in ac-| basis of an organization service, in 
cord, introduced a rather debatable | which the work of one individual 
judgment into his column recently, | contacting the account is important, 
when he referred to an agency ex- | but not all-important, then it might 
ecutive who has moved to another | be exceedingly difficult for a change 
agency, incidentally taking some im- | of personnel to result in an account 
portant business with him, as a kid- | being “kidnaped” by a contact man. 
naper, and questioned the judgment | On the other hand, if one individual 
of the “child”, meaning the adver-| is regarded by the advertisers as so 
tiser, “who has so trustingly gone | important to the success of his cam- 
off with a man who starts in busi- | paign as to be a sine qua non of his 
ness by betraying his employer.” \future operations, then the agency 

While we agree that in this case | itself may be blamed for whatever 
as in others the emphasis should be | changes are made in the event this 
on the interests of the advertiser | individual sees fit to leave its or- 
rather than the agency, it seems to | ganization. 


us that there is something to be said Many successful agencies have 
on the other side, particularly since | been formed by men who have} 
a question of ethics and moral in-|learned the business with other 
tegrity has been raised. It should be | agencies. Sometimes and perhaps | 
remembered that the advertising | usually they start in business with | 
agency is a personal service busi- |accounts which they served at their 
ness, and that there are no vested | former agencies. We don’t feel that 
property rights in an advertising| they invariably deserve the harsh | 
account. An agency occupies, in|term of “kidnapers,” unless their 
general, the same relationship to a methods of switching the accounts 
client as a lawyer, doctor or other are in themselves unethical. | 


READERSHIP REPORT 


—C Chicago Times Syndicate 


"What's so new about these postwar inventions our pops are so excited about? 
We've been readin’ about them in the comics for years." 


Ad-libbing 


Cigaret Advertising 

Wallace Campbell, assistant sec- 
retary of the Cooperative League of 
the USA, thinks we should be inter- 
ested in the cigaret advertisement 
which appeared in a recent issue of 
“The Cooperator,” organ of the 
Eastern Cooperative League; and so 
we are. 

We should be burning up faster 
than the fastest-burning cigaret as 
we read the copy for Co-op cigarets, 


1,000 Times NO— 
But If You Insist... 


The reason your Co-op +: 
handles CO-OP Ciga- \ |). 
rettes is because a large -5 - 


& f = Ms 
number of our consumer- +> i si 

[s rer) 
owners ask us ae. < o 


Tobacco is a relatively Das A: ‘f 
mild form of dope that - 
gives pleasure to some b. . Oe 
and annoyance to others ye fy ‘ SS 


Co-op Cigarettes will not 

improve your wind, give 

you the biceps of a bison, 

the throat of a songbird 

ov the pearly teeth of a 

photographer's model. Stubs will not burn any longer 

mm your carpet or smell more fragrant to Aunt Louise. . 
Our choice of blends is based on the fecisions of a 

group of testers from a large number of samples pre- 

pared by a reputable manufacturer. The two we have 

selected are designated as No. 17 and No, 19° They are 


made of different combinations of Turkish, matured 
Virginia, aged Kentucky burley and other domestic to 
baccos. Nothing new has been added, subtracted or mul- 
tiplied, but sales are good. Maybe it's an accident, 
but if you are curious and must smoke 


TRY CO-OP Cigarettes 


but somehow we haven’t that much 
indignation in us. Instead, we’ve 
already read the copy four times, 
and have gotten a hearty chuckle 
out of it each time. We’re still 
wondering how long it will be be- 
fore some smart cigaret advertiser 
who’s willing to gamble on a long 
shot, addresses messages in this 
vein to the general public. 

Wouldn’t it be fun (as long as 
you weren’t directly concerned) to 
watch the sales curve of Zilch’s fags 
if large-space copy said: “Zilch’s 
will not improve your wind, give 
you the biceps of a bison, the throat 
of a songbird or the pearly teeth of 
a photographer’s model. Stubs will 
not burn any longer in your carpet 
or smell more fragrant to Aunt 
Louise...Nothing new has been 
added, subtracted or multiplied, but 
sales are good.” 


Circulation Breakdown 
Today, dear children, the moral 


is that unless you publish a journal | 
for goat breeders, you don’t know | 


what trouble is. Corl Leach of 


| Dairy Goat Journal, Columbia, Mo., 


will bear us out. 


The story starts when Mr. Leach 
received a letter from a_ goat 
breeder on Long Island, advising 
that the said goat breeder was in- 
terested in purchasing some adver- 
tising space, and requesting some 
information on the circulation of 
the Dairy Goat Journal. Mr. Leach 
recovered quickly from the shock 
of thus having a prospective cus- 
tomer show his face, and promptly 
and hopefully dispatched a missive 
to the Long Island goat fancier, en- 
closing such impedimenta of the 
publishing business as a rate card, 
testimonials from contented adver- 
tisers, and a printed circulation list 
neatly headed, “State-by-State 
Circulation Breakdown.” 

Mr. Leach got his order, all right, 
but not without confusion. The let- 
ter from the Long Island goat ex- 
pert gave minute instructions about 
the advertising, but it also said 
this: 

“I feel very sorry about the State 
circulation break-down of Dairy 
Goat Journal and I hope it does not 
drop much further, but increases 
by and by. Hoping that in spite of 
the ‘break-down’ of the circulations 
it will pay me to run these adver- 
tisements. Needless to say that I 
hope that you will willingly coop- 
erate by allowing me a reduced 
price.” 

Can you top that one? 


Jottings 

One of the most interesting book- 
lets your Ad-libber has cast his 
weary, bleary eyes on in many a 
long day is “Maps .. . and How to 
Understand Them,” a treatise pub- 
lished by Consolidated Vultee Air- 


light the heart of all interested in 
any way in the cartographer’s trade 
or products. You can get a copy 
from Consolidated at P. O. Box 157, 
New York... 

National Automobile Dealers As- 
sociation says that despite a 40% 
drop in car use during the year 
ended June 30, federal auto tax col- 
lections hit a new high. For the 
fiscal year, federal taxes totaled 
$448,742,000 on motor vehicle opera- 
tion. Gasoline taxes dropped 22%, 


'from $369,587,000 to $288,785,000, 


but the new use taxes amounted to 
$146,287,000. . . 

You'll be glad to know (we hope) 
that your boys in the armed services 
can now purchase kangaroo rugs, 


grass skirts and other exotic wares | 


in Army Exchanges in the ap- 
propriate areas. A first class grass 
skirt costs $1.50; one of the better 
kangeroo rugs may cost $20... 
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Information 
for 
Advertisers 


The following documents »ay be 
secured without charge fro . com. 
panies sponsoring them, or Tough 
ADVERTISING AGE, by any © ationa) 
advertiser or advertising agen, 
executive writing on his | sine. 
letterhead. 


No. 2207. Democratic Lec lership 
in Total War. 

In this booklet, Time -eprints 
verbatim a speech made by “dwar 
L. Bernays, public relations coyp. 
sel, in which he names 25 of the 
“most influential leaders of the 
country.” Widened margins oy 
several pages of the booklet repro. 
duce the pictures of these 25, with 
the information that 22 of them are 
regular readers of the magazine, 


No. 2208. KLZ Coverage, Circula- 
tion, Market Facts. 


Market data tabulations in thi 
folder, issued by Station KLZ, are 
broken down by states and coun- 
ties, and include population, radj 
homes, effective buying income and 
retail, food and drug sales. Day. 
time and nighttime listening area 
maps are included. 


No. 2210. Following the Market. 


Nation’s Business has issued this 
booklet, which contains a record of 
the publication’s circulation, 1916- 
1943, shows how it has been af- 
fected by business activity and de- 
pression, and describes the current 
attempt to go against the trend of 
expanding business activity in or- 
der to meet paper restrictions. 


No. 2129. Memphis Grocery Sales 
Records. 


This is a 12-month record of 
actual consumer sales of 27 classi- 
fications of food products—565 sizes 
of 330 different brands—in Mem- 
phis, Tenn., issued by the Commer- 
cial Appeal and Memphis Press- 
Scimitar. Tables list the brand 
standings, comparison of sizes sold 
and percent of unit sales over the 
12-month period, and graphs pic- 
ture the seasonal trend in each 
classification. 


No. 2161. Nippon—America’s Most 
Dangerous Enemy. 


The New York Mirror has issued 
this brochure, reprinting a series of 
articles which have appeared in its 
columns, written by correspondents 
who have lived and worked among 
the Japanese. Gathered together in 
convenient form for closer study 
this material should help to dispel 
considerable misinformation ané 
misunderstanding about the mo- 
tives, strength and weaknesses of 
our enemy in the Pacific. 


No. 2194. 
aldry. 
Clubs, associations or schoo!s in 
need of help on the choice of «lors 
for a crest, seal or insigne car find 
it in this folder, which is the 12th 
in the color facts series issu: i by 
Eagle Printing Ink Company, ‘iv! 


The Traditions of Her- 


‘sion of General Printing Ink Cor 
craft Corporation, which will de-| 


poration. The traditional symbolism 
of colors and rules for their u:° ar 
illustrated. 


No. 2195. I’ll Be Seein’ of Y 


Station WEEI reports, in ‘hs 
brochure, on the popularity « th 
Farmer’s Almanac, early mo 10 
program conducted by Jesse %ul 
fum, CBS agricultural direct * ™ 
New England. A mail res) n* 
map showing primary and se 
ondary areas is included, w ® ! 
description of the program ar i 
success. 


No. 2121. Performance Maps % 
KDKA. 


Station KDKA has issued ‘hi 


| booklet, which contains a seri‘* 9 


coverage maps picturing the di 
vidual results of nine specific * ‘di 
offers made at different times o! 74 
with several different types of °° 


| grams. 
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CBS Signs Sponsors 

for Three New Shows _ 
“vee new programs, one using 

the full network, the two others 

using 54 stations, have been an- 

ced by CBS. Campana Sales 

rapany will take the full network 


_ » Saturday for a half-hour pro- 
gram from 1 to 1:25 p.m. EWT, 
tar ung Sept. 4 and originating at 
KNX, Los Angeles. The screen and 
radio singer, Dick Powell, and an 
orchestra will be featured. Wallace- 
Ferry - Hanley Company, Chicago, 
handles the account. 

The American Oil Company, 
Baltimore, will sponsor two news 
programs over 54 CBS stations effec- 
tive Aug. 19 and 22, respectively, 
and running 52 weeks. Starting 
Auc 19 Ned Calmer, CBS reporter, 
and Major George Fielding Eliot, 
military analyst, will be aired every 


Thursday from 6 to 6:15 p.m. EWT. 
On Sundays, starting Aug. 22, Amer- 
ican Oil will sponsor Edward R. 
Murrow, chief of Columbia’s Euro- 
pean staff from London at 1:30 to 
1:45 p.m. EWT. Joseph Katz Com- 
pany, Baltimore, has the account. 


Changes Agency’s Name 


WwW. B. Doner, president of Fink 
& Doner, Inc., Detroit, has an- 
nounced a change in the agency’s 
name to W. B. Doner & Co. Charles 
F. Rosen, who formerly operated 
his own agency, has joined the 
Doner agency as account executive. 
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VER half of all re- 
ported occupational 
disease compensation 
claims are based on skin 
damage. $200 is estimated 
as the cost of each case of 
industrial dermatitis. 


It is management's respon- 
sibility to guard workers 
from skin irritants and 
many thousands of dollars 
are spent annually for pro- 
tective ointments, creams 
and soaps. 


This is only one phase of 
a new and growing field 
served by Occupatienal 
Hazards —a_ field which 
may well offer marketing 
possibilities for your prod- 
ucts. The fact that man- 
agement is now responsible 
by law for workers’ health 
opens up tremendous pos- 
ibilities for items 
before used industrially. 


never 


Ve will send you some 
urprising facts on this 
narket —facts you'll find 
aluable now and in plan- 
‘ing post-war sales policies. 


(CUPATIONAL 
HAZARDS 


The Only Magazine in the 


Industrial Welfare Field 
2 HURON RD. + CLEVELAND, 0. 


Palistrant Joins 
B-S-H as Agency 
Plans Move Along 


New York, Aug. 18.—Following 
last week’s announcement of E. F. 
Hummert’s decision to withdraw 
from Blackett - Sample - Hummert 
(AA, Aug. 16), a new agency setup 
in the not too distant future became 
more manifest with today’s an- 
nouncement that Joseph I. Pali- 
strant, for the last 27 years asso- 
ciated with Frederick Stearns & 
Co., Detroit manufacturing chemist, 
has joined the agency as director of 
the drug and cosmetic merchandis- 
ing department. 

When questioned as to whether 
he would devote his efforts to the 


| American Home Products and Ster- 
ling Drug accounts, Mr. Palistrant 
referred ADVERTISING AGE to H. M. 
Dancer, president of the agency, for 
any comment. In reply to the same 
query Mr. Dancer said that “Mr. 
Palistrant will be called in consul- 
tation on any agency problem on 
all drug accounts.” 

Asked whether this move was the 
first step in the agency’s reorgani- 
zation plans for the future, and if 
it were true that a new agency has 
already been virtually formed, with 
a possible termination of the part- 
ners’ present contract the first of 
the year instead of in August, 1944, 
Mr. Dancer replied that “like Will 
Rogers, I only know what I see by 
the papers,” 

However, Mr. Dancer amplified 
this jocular response with the state- 
ment that “there will be an an- 


nouncement about the 15th of Sep- 
tember.” 


Randall Gets Keyko 

Shedd-Bartush Foods, Inc., De- 
troit, maker of Keyko margarine, 
Shedd’s salad dressing and Belmo 
Muffin Mix, has appointed Fred M. 
Randall Company, Detroit, for a 
campaign featuring Keyko. News- 
papers, radio and outdoor are being 
used. 


New ‘Radar’ Gas 

Eagle Oil and Refining Company, 
Los Angeles, has introduced a new 
gasoline, Golden Eagle Radar, 
which will be promoted in southern 
California via newspapers, business 
papers and radio. William G. 
Scholts Advertising Agency 
charge. 


is in| 


13 


Beckett Promoted 


Elliott W. Beckett has been 
appointed vice-president and gen- 
eral manager of Continental Can 
Company of Canada. He succeeds 
| Walter M. Tomkins, who has been 
transferred to Chicago. 


Philadelphia's Selection 


PAINTED DISPLAY 


WALLS 


| ol andau ovrvoon aw. CO. 
PHILADELPHIA N12 BROAD ST «© sais ren 


We’ve Been Working on the Normandie! 


After what has probably been the most gigantic 
of all war-time production jobs . . . after eight- 
een gruelling months of test for American in- 
genuity and perseverence—the Normandie floats 
again as the Lafayette, being readied to serve 


in her place in the 


battle line! 


The Normandie story in Business Week was not 
one of cocktails in the lounge, or soufflés for 


dessert, or of the 


awfulness of the tragedy of 


her burning. It was a BW report of steel, men, 
torches, water, displacement, section diagrams 
...@ business story of the solving of the pro- 


duction problems, 


lucidly written with working 


verbs, by an engineer, for management-men. 


The authenticity of its information is guaran- 
teed — for to write such a story Business Week 
used again its privilege of calling upon the 


knowledge and services of 


the editors of its 23 


associated McGraw-Hill industrial and tech- 


nical publications. 


This invaluable cache of professional talent — 


of a kind that is open to no 
drawn on again and again 
resulting soundness of the 


other publisher — is 
by BW. Witness the 
BW report on avia- 


tion production lag—written by a Business Week 
reporter out in the field in collaboration with a 
McGraw-Hill top expert in aviation. 


Such full-bodied reporting is the essence of 
BW’s ability to grip the constant interest of the 
nation’s top management-men. It is really the 
one magazine that covers the entire waterfront 


of business news, wherever 


and however made 


— with its one aim a practical usefulness to 


active executives. 


INESS WEEK The News-base of Management's Decisions 
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WGAR Releases Second 
Promotion Folder 


Station WGAR, Cleveland, basic 
CBS affiliate, has just released the 
second in a series of four program 
folders outlining various featured 
programs, both sustaining and com- 
mercial. Issued monthly, the fold- 
ers have been conceived by Clyde 
Vortman, WGAR promotion man- 
ager, who joined the station last 
April after serving as time buyer 
for Lake-Spero-Shurman in Mem- 
phis. 

Copies have been sent to a list of 
700 account executives, time buyers 
and advertising agencies, and are 
available on request to WGAR or 
Edward Petry & Co., the station’s 
representative. 


“She said to wait until WFDF 
Flint Michigan finishes the pro- 


National Brownout, 
Long Rumored, fo 
Become Reality 


(Continued from Page 1) 
two hours between dusk and 10 
p. m. 

Marquees, other than advertising, 
and building entrances, would be 
extinguished in daytime, reduced in 
intensity at night, and eliminated 
entirely when the _ establishment 
was not open. 


Will Launch Campaign 


Outdoor business establishments 
would be allowed reduced lighting 
at nighttime while open. All non- 
essential show case and general in- 
terior lighting would be eliminated, 
and the remainder reduced “con- 
sistent with public safety and eye- 
sight conservation.” Air conditioned 
temperatures are also slated to rise. 

Besides direct curtailment efforts, 
WPB and the cooperating utilities, 
would attempt to “sell” consumers 
on a general curtailment in home 
use. An extensive advertising cam- 
paign would urge elimination of ail 
waste use of refrigerators, radios, 
ranges, space heaters, water heat- 
ers, etc. 


In urging conservation in the use 
of radios, however, officials say 
they will not suggest that the fam- 
ily curtail its listening habits. The 
conservation message will be de- 
signed to remind citizens to turn off 
the set when they are not listening, 
to turn off unnecessary lights, to 
make sure they are not wasting 
electricity. 

The electricity campaign, the 
first to adopt tangible form, how- 
ever, is only one of the seven fuel 
and utility conservation’ efforts 
scheduled for this fall. They are 
all closely linked, however, and will 
appear simultaneously, with mem- 
bers of the guiding triumverate— 
Nelson, Eastman and Ickes—mak- 
ing public appeals. 

The national “brown-out” cam- 
paign resulted from a meeting of 
the utility executives in Washing- 
ton July 1 and 2, a session called 
by J. A. Krug, director of the Office 
of War Utilities. Events moved 
rapidly, and within two weeks WPB 
had accepted the recommendations 
through its “Informal Electric Ad- 
visory Committee,” and Mr. Krug 
forwarded the report to all compa- 
nies. 


States the Case 


“War production requires the 
greatest possible conservation of 
manpower, transportation, fuel, 
equipment, and critical materials 
such as copper, steel, tungsten and 
many others,” Mr. Krug wrote. 


Play the TUNE, and Ill 


remember the WORDS... 


One of the funny things about the human mind is the way in 


which it associates words and sounds. 


Try it yourself. Try to recite the words of The Star Spangled 


Banner, for instance, without “remembering” the tune. 


Sonovox takes advantage of that trick of mind and memory. 


It makes all fog-horns forever say “Bee—oh-h.” 


those singing violins say 


—not only in words, but in your memory. 


It makes 


“Woodbury, Woodbury, Woodbury” 


Never again will 


you hear that little tune without remembering what it says. 


Sonovox can make your radio message memorable. 


Ten years 


from now you'll be using Sonovox, in its proper place, as a 


matter of course. 


But why not join those pioneers listed at 


the right—and cash the dividends that always accrue to the 


foresighted? 


SONOVOX PIONEERS 


Allied Mills, Inc. (Woyse Feeds) 


Louis E. Wade, Inc. 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 


American Industries Salvage 
Committee (Steel Scrap Vrive) 
McCann Erickson, Inc. 


Bismarck Hotel 
Smith, Benson & McClure, Inc. 


Buick Motors Division, General 
Motors Corp. 
Arthur Kudner, Inc 


Chicago, Milwaukee, St. Paul & 
Pacific R. R. 
Roche, Williams & Cunnyng- 
ham, Inc. 


Chick Bed Compa 
(Chick Bed Litters 
The W. D. Lyon Co. 


ba ier -Palmolive Peet Company 
1, Palmolive) 
Mf ard Wheelock Co. 


Delaware, Lackawanna & Western 
Coal Co. 
Ruthrauff & Ryan, Inc 

Walt Disney Productions 


Emerson Drug Company 
(Bromo-Seltzer) 
Ruthrauff & Ryan, lnc. 


Christian Fei poepes Growing 
Compan y {rei enspan po | 
Dobler P . Beers and Ales) 


Feltman-Curme shane 
Russell C. Comer Advertising 
Company 


Forum Cafeterias of America 
R. J. Potts-Calkins & Holden, 
Inc. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Maxon, Inc. 

Grocery Store Products Sales Co. 
Inc. (Fould's Macaroni Products) 
Campbell-Ewald Co., Inc. 

Chr. Hansen Laboratory, Inc. 
(Junket Quick Fudge Mix) 
Mitchell Faust Advertising 
Company 

Andrew Jergens Co. 

(Woodbury's Products) 
Lennen & Mitcheil, Inc. 


Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauf & Ryan, Inc 


National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 

Office of Civilian Defense 
(Region Six) 

Pabst Sales Company (pest Beer) 
Warwick & Legler, Inc 


Pan American Coffee Seenes 
Buchanan & Co., Inc 


Purity Bakeries Service Corp. 

(Taystee Bread, Grennan Cakes) 

Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 
(in all broadcasts) 


Shell Oil Company, inc. 
WRIGH i J. Walter Thompson Co 
a . U. S. Treasury Dept. 


“Talking and Singing Sound” 


FREE & PETERS, INC. 
Exclusive National Representatives 


NEW YORK: ©. ° Part tie 


Se i gee ee 


SAN FRANCISCO: Switer 
s 


HOLLYWOOD: «iN Gorden 


r 488s Cladst 


Universal Pictures Company, Inc. 
("Larceny With Music’’) 


Warner Brothers Pictures, Inc. 
(Thank Your Lucky Stars) 


Velie- ee Inc. (Nesbitt's 
California Orange Drink) 


ATLANTA: «2: Palmer Bids 


re 449 Main 966° 


TWO CUPS 


The first Jaste 
OF VICTORY! 


er 
oo ws poate 


FOLGER’ 5 Ec COFFEE 


an C town 


One of the first advertisements to break 
after the end of coffee rationing was 
this copy of J. A. Folger & Co., which 
appeared in newspapers in the com- 
pany's territory. Grant Advertising, 
Chicago, is the agency. 


“In the electric utility industry,” 
he explained, “the installed gener- 
ating capacity together with the 
capacity now under construction, is 
ample to meet all foreseeable elec- 
tric needs. But it is essential to 
save the use of electricity wherever 
possible so as to reduce directly or 
indirectly the demands for mate- 
rials, fuel, transportation and man- 
power,” he said. 

The program itself is voluntary, 
and at present no compulsory WPB 
orders are in the offing to amplify 
it. Conservation will be in the 
hands of the industry, since WPB 
believes greater cooperation will be 
had through voluntary cooperation 
of the citizens. 

In underwriting the WPB con- 
servation effort, the utility execu- 
tives recommended that utility 
firms take the message to the public 
through national and local news- 
paper and magazine advertising; 
radio; displays in utility offices, 
posters and truck cards; bill stuff- 
ers; personal contacts and addresses 
before civic groups. 

When the campaign actually 
starts OWI will have material to 
guide the promotion. Such mate- 
rial is now being prepared. 


Utility Men Make Plan 


The task committee which pre- 
pared the utilities conservation 
program was headed by William A. 
Lyons, chief of the fuel and allo- 
cations branch of the WPB Office 
of War Utilities. He was assisted 
by eight top officials from private 
utilities, a representative of TVA 
and Arthur Goldschmidt, acting 
director of the Division of Power of 
the Department of Interior. The 
plan was unanimously approved by 
the Informal Electrical Advisory 
Committee consisting of 29 utility 
officials in addition to WPB repre- 
sentatives. 

The original Nelson-Ickes-East- 
man appeal called for the saving of 
“every pound of coal, every gallon 
of oil, every cubic foot of gas.” 

“Every manhour saved in the 
production of these basic fuels, in 
the production of electricity, in 
transportation and in communica- 
tions is a manhour than can be used 
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for something else. Every 
of tungsten that is saved in {| 


ro. 

duction of electric lamps is a und 
that can be used in the pro tion 
of radar equipment,” it said. 
INDUSTRY HOPES FOR 
OPTIONAL ARRANGEME) + 

Chicago, Aug. 19.—While th. out. 
door advertising industry is pay. 
ning to cooperate without qu bling 


with the voluntary national b)owp, 
out projected for next month, the 
industry still hopes that it will pp, 
given some optional meth 4 
making the required savings, athe; 
than the rigid horizontal cui noy 
contemplated. 

Under the terms of the ar: ange. 
ments agreed upon by governmen; 
officials with leading utility com. 
panies, all outdoor advertising, a 
well as other types of electric dis. 
plays and signs, would be limited t, 
a period from “dusk to 10 p. m. 
local time, but in no case mor: than 
two hours.” This restricti n is 
aimed at saving approximately 50¢; 
of the current now used. 

The outdoor industry asserts that 
it has no objection to the 50% cut. 
which it is convinced is necessary, 
but that it would prefer to have 
some flexibility in making the cut 
If operators of signs were permitted 
to make the 50% saving Over the 
course of a year in any manne: 
they choose, leaders in the indus- 
try assert, they might find it more 
satisfactory to leave a sign on fow 
hours one night and have it blacked 
out completely the next night. 
rather than have it on for two 
hours both nights; or, they might 
effect the 50% saving by biacking 
out permanently some of the sign: 
now operating, and allowing others 
to operate @ a “normal” schedule 

As far as 24-sheets are concerned, 
the brownout will have little effect 
on the setup of the industry, it is 
pointed out, since the majority of 
outdoor plants are already oper- 
ating on a wartime basis unde: 
which additional postings are being 
made to take care of loss of illum- 
ination and change in the compo- 
sition of the traffic stream. 


L. A. County Board 
Assures Advertising 

Assurance that advertising and 
promotional activities of the All- 
Year Club of Southern Californias 
will be continued without interrup- 
tion was given recently, when the 
Los Angeles County Board of 
Supervisors appropriated $154,000 
for the work of the club during thi 
coming fiscal year. 

The All-Year Club operates on a 
combination of revenue from the 
county bvard and_ contribution 
from private individuals and bus: 
nesses interested in the promotion 
of the area. 


Classified Ad Men 
Elect Officers 


Joseph Weiss, Post Advocate, Al- 
hambra, Cal., was elected president 
of the Pacific Coast Classified Ad- 
vertising Managers Association at 
its recent San Francisco meeting. 
Other officers are: J. T. Brattin 
Portland Journal, vice-president: 
Robert West, Spokane Spokesman 
Review, secretary, and Les Cum- 
mings, Vancouver Province, treas- 
urer. J. J. Immel, San Francisco 
News, is retiring president. 

Seattle was chosen for the 1°44 
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“bu y ” 


Tue Baannam Company, Nat i Rep 


Los Angeles, Memphis, New York, St. Louis, Gan Deansiane, Seattle. 


meeting. 


there’s something nev 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers. 

offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
in Chicago, for — 

— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 

—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpor 
. Chicago, Dallas, Detroit, Kansas City, 
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t §6night 
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y might 
blacking 
he signs 
g others ‘ 
cchedule Edison, Chrysler, Firestone, and a handful of others 
ee — these were yesterday's giants of invention and 
ry, it is . 
alert industry. 
ly Oper- . , , , . . 
S under Ford, at eighty, is still a giant; Kettering is more 
re being , 
if oo active than ever. 

compo- a . ° 

Henry Kaiser, Glenn Martin, Ben Fairless, and how’ 

many others—these are the gargantuan “‘doers’’ grow- 

ing out of this war. 
ing and 
the All- And there are thousands, yet unknown, on the way up. 
oo We know. Our business, you might say, is breaking- 
arn er in shoes for future giants. 
$154,000 
ing tx Popular Science Monthly is custom-built for the 
ites a men who make things work... men who know how 
rom the ‘ . 
ribution to get things done! ‘Self-starters’’ with a voracious 
nd bus: . ‘ 
romotion appetite for new ideas and new products. You should 
see our daily mailbag! 

700,000 mechanically-inquisitive men read this news- 
cate, Al- picture magazine of science and industry each month, 
resident : : . 
fied Ad- and spend far above average magazine reading time 
menting in its intriguing, information-packed pages. 

Brattin, 

ee > No, they’re not all big shots. You'll find presidents 

2s Cum- and plant superintendents, engineers and electric 

e, treas- 

'ranc: sco welders among our readers. What bonds them to- 

the 1944 gether as a powerful force in America’s future (and 
pe yours) is a state of mind that keeps them busy 

— creating and adapting new things for better living 
7 and more efficient production. 

Surveys show, again and again, that they are the first 
PW buyers of many types of products. And surveys show, 

; ; Y 
too, that once you've sold these 700,000 potential wontht 
giants, these pacemakers become an enthusiastic sales 
army for your product with friends and neighbors. 

sive Right now you may be buttoning up a Fall or ‘44 i f] 

+ sel list. We don’t suggest you add PopuLaR SCIENCE v 

a to that list . . . if these men are important to you THE NEWS PICTURE MAGAZINE Or SCIENCE AND INDUSTRY 
pmi-~ we urge you to put it at the top and make us show 

1en- you factually why it always belonged there. 

rket 
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Grant Planning 


Office in London 


Chicago, Aug. 18.—The plans of 
Will C. Grant, head of Grant Ad- 
vertising, for a world-wide agency 
service, are becoming more definite 
as Mr. Grant announced this week 
that an office will be opened shortly 
in London. Discussions of personnel, 
location, accounts, etc., are already 
in progress. 

Mr. Grant, whose spectacular suc- 
cess in the agency business has 
brought him to prominence in the 


BOOKLET MAILED TO 
EXECUTIVES ON REQUEST 


WILLIAM B | 
|AM BALSAM 


540 NMICHICAN + CHICAGO < 7819 


| field in a remarkably short time, has 
| on his office wall a map of the world 
| with Grant offices, present or pros- 
pective, in most countries. Thus far 
|his operations have been confined 
| to the western hemisphere, with 
offices in the United States, Mexico 
jand South America. He is also 
planning a new office in Canada. 

In addition he is looking forward 
to the establishment of agency serv- 
ice in China as soon as conditions 
permit, while South Africa is also 
on the agenda for attention. Many 
of these plans will of course depend 
on the conclusion of hostilities, but 
Great Britain is to have immediate 
attention. 


Two Join ‘Newsday’ 


Bruce E. Colepaugh, formerly on 
the national advertising staff of the 
Brooklyn Daily Eagle, has been 
appointed national advertising man- 
ager of Newsday, published by 
Alicia Patterson at Hempstead, 
L. L, New York. William R. Smith, 
formerly advertising manager of 
the Caledonia Record, St. Johns- 
bury, Vt., has also joined the publi- 
cation’s advertising staff. 


Private Lines 


Leading figures in the food in- 
dustry believe the comprehensive 
purchase and resale food plan 
which the administration will prob- 
ably introduce within the next few 
weeks will help immeasurably in 
ironing out the difficulties of the 
food industry, but they also believe 
that Congress will bitterly oppose 
the plan. If the plan can be put into 
effect, say food men, it not only will 
mean the end of rollbacks, but will 
stop the extension of rationing and 
may do much to ease up tight food 
supplies. 

* * # 

Keep your eyes on co-ops. In an 
unspectacular, but quiet and per- 
sistent way, they’re edging into the 
manufacturing business on a big 
scale. Consumer co-ops in this 
country now own 81 mills, factories, 
refineries, etc., plus 25 oil wells and 
329 miles of pipeline. They own 
eight refineries and do a $100,000,- 
000 annual business in petroleum 
products. They also own 15 ferti- 


lizer factories, 12 feed mills and 
four seed mills, plus four flour mills, 
three canneries, three bakeries, two 
coffee roasting plants, a chemical 
laboratory and a cosmetics factory, 
as well as numerous agricultural 
establishments of various kinds. 
bs * * 

OPA has prepared a complete in- 
formation program to support the 
coal rationing program which Ches- 
ter Bowles, its general manager, ad- 
mits may be necessary before the 
winter is over. Preparations are 
going ahead “just in case” and the 
War Advertising Council will be 
asked to name a volunteer agency 
for the account. 

oh th ws 

Harry M. Bitner, the Pittsburgh 
Sun-Telegraph publisher in charge 
of the WPB printing and publishing 
division, likes the idea of allocating 
newsprint—as much as the average 
hay fever victim likes to camp in 
the middle of a field of goldenrod. 
Friends say he’ll call for much 
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E take it all back. This is not a New Yorker’s idea 
of a radio network. 


A couple of weeks 


ago we said it was, in an ad pub- 


lished in New York. Then people started writing letters. 
They telephoned. A few even sent telegrams. 


Some of the folks were in the advertising business and 
some were ordinary human beings, but they all had an 
amazingly correct idea of a radio network — namely, 


Mutual. 


Of course they know Mutual has more stations than 


any other network! ( 


Maybe we should have added the 


fact that a full dozen advertisers are now using the full 
Mutual Network to reach the full nation. ) 

Of course they know people west of the Hudson tune 
to Mutual stations “as regularly and as enthusiastically” 


as they themselves tune to WOR! (Maybe we should 
have added the fact that current Crossley studies reveal 
Mutual programs are up to six times as popular, out 
beyond the regularly researched cities, as in the 32 


“national-rating” centers. ) 


Of course they know Mutual's idea of a radio network 
consists of stations located where people live, with pro- 
grams people like to hear! (Maybe we should have 
added the fact that 117 of our 209 outlets are located in 
towns where no other networks have stations. ) 


As somebody once put it, in almost these very words: 
“Never underestimate the intelligence of people — nor 
the power of the network they believe in!” 


THE MUTUAL BROADCASTING SYSTEM 


Advertising Age, August 2° 1943 
deeper cuts under the presen; 
mula before he’ll resign hin 
the thankless—and dangerous 
of deciding which types of py 
tions are entitled to priorit 
| paper. 


* * * 


Moving picture producer: 
have long felt that an im; 
by-product could be develope 
their costly feature films a 
ported to be planning to do «ome. 
thing about it. The idea is that the 
historical and educational seo 
of big productions, which wu-:uaj), 
represent a great part of the ey. 
pense, could be separated from the 
story, put up in one-reel package, 
and sold for home and educatj 
use. This plan was given a trig 
a number of years ago, with faj) 
success, but did not get far b 
of the fear that the effect on 
theatrical productions might be baq 
Now the opinion has been ss 
pressed that with the growth of 
homes and educational movies, the 
market is bigger and better organ- 
ized, and that something should be 
done to develop it. A few of the 
big producers are already investi- 
gating details. 


* * * 


All government advertising in 
Great Britain is placed at the regu- 
lar rates, minus a special 242% dis- 
count which will continue until the 
end of hostilities, it was revealed 
in the House of Commons the other 
day. And it was also revealed that 
the Ministry of Food has withdrawn 
its advertising from 36 different 
media “because the rates were not 
| justified in relation to circulation.” 

In the case of the National Saving; 
|Committee, three newspapers lost 
,the business when they instituted 
rate increases which the committee 
| did not believe were warranted. 

| * * t 

Kroger Grocery & Baking Com- 
pany is experimenting with the sale 
of household drugs, dentifrices and 
toilet goods at its self-service mar- 
kets in several cities. 


Anderson to Agency 


Howard B. Anderson, for six 
years editor of Wood Construction, 
has joined the public relations staff 
of Ketchum, MacLeod & Grove, 
Pittsburgh agency. 


~ EARGEST. 
MARKET 


Home Coverave 


Every day—6 days a week— 
The News-Sentinel is delivere: 


by carrier to 97.8% of a! 
homes in the City of Fo 
Wayne. 


Here in Indiana’s 2nd larg 
est market such complete cov 
erage represents real purchas 
ing power. Buying income i 
3rd highest among all cities i: 
the middle west. 


Not only is the market re 
sponsive right now — retai 
sales are 14% ahead of las 
year — but it's a market i: 
which substantial savings ar: 
being set aside for future pur 
chases. This is reflected i: 
sales of War Bonds anc 
Stamps—and in savings ac 
counts. 


* 


Fort Wayne is an ideal spot fo 


test campaign 


* 
The News- Sentine! 


Fort Wayne's “Good Evening” Newspape’ 
FORT WAYNE, INDIANA 
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ONLY 


Today the head of every company is trying to read the future—trying to look beyond 
the horizon . . . making definite plans that will fit into new conditions. .. . A small but 
important part of every plan covers the subject of Advertising. .. . New metals, new 
alloys, new plastics, new woods, new glass and the use of electronics all have a bearing 
on your own Advertising. 


* 


A representative of The United States News will be glad to 
call on you by appointment and make “A FIFTEEN 
MINUTE PRESENTATION” which we believe will con- 
tribute a definite idea that will be helpful to you in formulat- 


ing that part of your overall plan that has to do with Adver- 
tising. 


* 


Earmark your 1944 advertising budget to include 
a cycle to run in The United States News 


DANIEL W. ASHLEY, VICE PRESIDENT IN CHARGE OF ADVERTISING 


WEEKLY NEWSMAGAZINE DEVOTED ENTIRELY) lO NEWS O! NATIONAL 


AFFAIRS 
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Bryant Executive 
Inveighs Against 
Postwar Miracles 


Even Superman Can't 
Make Good on Some 
of Them, He Says 


Cleveland, Aug. 19.—Another in- 
dication that merchandising and 
advertising men are beginning to 
view with increasing alarm the 
“fantastic, futuristic world of to- 
morrow that some misguided ad- 
vertising and publicity is selling to 
the American public’ came in a 
statement here this week by Gordon 
Rieley, vice-president of Bryant 
Heater Company. 

“Advertising budgets once used 
for the purpose of selling merchan- 
dise to the public may have to be 
applied widely in reverse to combat 
the wild and weird dream-world| 
products which uncontrolled and| 
ill-advised publicity are creating | 
today in the minds of Americans,” 


Mr. Rieley asserted, adding that a 
portion of the Bryant Heater adver- | 
tising budget has already been as- 
signed to the task of straightening | 
out public thinking on this subject. | 

A recent Bryant advertisement | 
appearing in Newsweek and cap- 
tioned, “Speaking of the Shape of 
Things to Come,” illustrates a 
scholarly looking old gentleman 
pointing seriously to a blackboard | 
on which he has drawn an action | 
diagram which rivals some of Rube 
Goldberg’s best classics. The copy 
begins: “Hold everything, Horatio! | 
It’s a bit early, don’t you think, to! 
predict the heating of homes by | 
captive heat waves? Or furnaces 
fed by radio beam?” The copy con- 
tinues by explaining how there will 
be new, improved heating for post- 
war homes, but produced by “sensi- 
ble, down-to-earth engineering,” 
and outlines what Bryant is plan- 


Criticizes Unwise Publicity 


ning in this respect. | 
} 


Admitting that most _ business | 


men realize the cars which will 


come off the assembly lines of auto- 
mobile manufacturers at the war's | 
conclusion will be the 1942 models | 


which were halted soon after first 


deliveries, Mr. Rieley expressed the | 


opinion that the man-on-the-street 
still thinks he will get an ultra- 
streamlined teardrop, ready to 


travel at 100 miles an hour on the) 


super highways which supposedly 
will be built to accommodate such 


traffic. Other popular public con-| 
ceptions created by unwise :3 


licity and which came in for criti- 
cism by Mr. Rieley were the 
“helicopter in every backyard,” and 


the radically futuristic “home of | 


tomorrow.” 


“Certainly, there will be progress | 


Pian Now For 
Purchasing Power 


PLUS! 


In September the Winston-Salem 
tobacco market gets underway for 
what is freely predicted as the best 
selling season ever! That means 
over $15,000,000 in cash will be 
turned loose to farmers in the 


Winston-Salem area. Cash with | 


which to buy the things you have 
for sale. 


The tobacco market here is an 
annual "plus" for advertisers in this 
ACTIVE market . . . steadily grow- 
ing in employment both in industry 
and agriculture. 


Want more "dope"? 


Journal and Sentinel 
Winston-Salem, North Carolina 


National Representatives: 
KELLY-SMITH COMPANY 


NBC—Radio Station WSJS—NBC 


in aviation,” he said, “and Ameri- 
cans will fly more than we would 
have imagined even a scant two 
years ago. However, there will not 
be a helicopter ready for every 
family to buy and fly away the day 
after peace is made, nor will those 
available be in the price range of 
low-cost prewar automobiles, as so 
many Americans now imagine. 


Few “Homes From Mars” 


“There will be new homes built 
by the thousands in the postwar 
period, but few of the ‘home from 
Mars’ designs which have received 
such widespread and careless pub- 
licity,’ Mr. Rieley continued. He 
emphasized the fact that there will 
be a considerable amount of low 
cost housing and that these radi- 
cally different homes could not be 
produced except at excessive cost. 


In the heating field, Mr. Rieley 
asserted, there are also too many 
dream stories being circulated, such 
as the general application of district | 
heating; heating of buildings with 
electrical energy stored during off- 
peak hours; sun-heat boilers, and 
the rumored use in corn-growing 
areas of alcohol as a fuel. 

“None of us want to stand in the 
way of progress,” he said. “None 
of us want to delay any longer than 
necessary giving to Americans the 
better things that only American 
genius can and will provide. How- 
ever, unless we more intelligently 
use the powers of advertising and 
publicity which, in the past have 
served us so well, we will discover 
Mr. and Mrs. America demanding 
and expecting us to deliver mer- 
chandise that not even Superman 


could produce.” 


‘Contact’ Issued 


“Contact,” publication which 
Pennsylvania Salt Mfg. Company, 
Philadelphia, has launched for 
members of its organization in the 
armed forces, is doing double duty 
because it is also distributed to all 
employes in the company’s execu- 
tive offices. Each of the company’s 
plants has its own employe pub- 
lication. 


Stewart-Jordan Election 


Following the resignation of Wil- 
liam Neville, secretary-treasurer, to 
form his Own agency (AA, Aug. 
16), directors of Stewart-Jordan 
Company, Philadelphia agency, have 
elected the following officers: H. J. 
Bub president, Garry Bub treasurer 
and vice-president, R. E. Miller, 
secretary, 
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“Traffic World’ to 
Publish “World Ports’ 


The publishers of Traffic jw, 
Chicago, have taken over py)}))), 
tion of “World Ports,” official 
of the American Association of | 
Authorities which was fo; 
published as a monthly and i: p 
published as an _ annual, 
monthly supplementary news 
letins. 

The annual edition will be pyp. 
lished in November. 


Mulligan to BBDO 


Mark L. Mulligan, formerly \; 
Woolley and Hunter, Denver, },. 
joined the Los Angeles office 0; 
Batten, Barton, Durstine & Osbory 
as media director and office man. 


ager. 


COMMUNITY SECURITY can only be 
generated by informed, co-operative, 
active civilians. You can emphatically 
portray the many ways in which every- 
one can help to advance the war pro- 
gram on the home front — with these 
less-than-a-minute OCD films — on the 
community theatre screens that you 
designate, as official sponsor. These 
government-approved films teach 
teamwork, self-reliance, neighborliness. 
As sponsor of this important War-Effort 
Campaign you can build substantial 
community good-will for your business 
by impressing large, responsive audi- 
ences with the extra impetus you are 
giving to the drive for victory! Your 
identification as sponsor is handled in 
voice plus music at the end of each 
campaign film as indicated below. 


CAMPAIGN FACTS 


Each campaign includes 26 different 
subjects—one shown every other week 
at every performance during week — 
screening guaranteed. These less-than- 
a-minute films can be sponsored na- 
tionally, sectionally or locally. Com- 
munities to be covered and theatres to 
be used in those communities are se- 
lected by the sponsor. Cost of spon- 
sorship is amazingly reasonable, since 
there is no production cost to the spon- 
sor. Low distribution rates cover 
everything. Commissionable to recog- 
nized advertising agencies. 


six SELECTIVE 


of War Adverti 
Sight -Sou 


YOUR FIRM NAME and spoken mes- 
sage—as picturized below—accented 
by musical background, can climax 
the showing of these OPA Rationing 
Campaign films—always officially in- 
troduced as demonstrated above. Un- 
der your sponsorship, these films will 
help the people of any community to 
fully understand the why and how of 
rationing. Patriotic citizens are only 
too glad to make sacrifices when they 
are shown that such deprivations def- 
initely help to win the war. Timely 
and authentic, these films clearly vis- 
ualize how rationing helps to build 
and maintain morale by dividing up 
what we have, so that everyone may 
be able to get a fair share. What 
more effective and constructive war 
job can you find for your advertising? 


Enlist your advertising to do a real 
war job now! The SCREEN SPOT 
Campaigns reviewed on this page 
offer a wide choice of subjects — 
each vital towards victory! 


Here Are Six Government-Ap. 
proved Campaigns Ready for 
Your Sponsorship 


MANPOWER is today’s most impor- 
tant production problem. Work injury 
—the loss of man-hours in war plants 
due to preventable accidents — is a 
deadly enemy within. Your advertis- 
ing can render a great humanitarian 
service to both management and labor 
—to all who live and work in the cities 
and towns of industrial America. Your 
company name and safety appeal on 
theatre screens in war-plant commuzi- 
ties, as sponsor of this Job Safety mo- 
tion-picture campaign — the first and 
only ever produced under the super- 
vision of the U. S. Department of Labor 
—will forge surety today and security 
tomorrow. These films are official Labor 
Department presentations — as shown 
above—and they are closed by you in 
your capacity as exclusive sponsor. 
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NRDGA Prepares 
Poster Series for 
War Bond Drive 


New York, Aug. 18.—To provide 

nucleus for store interior , and 
w ndow displays, the sales promo- 
tion division of the National Retail 
Dry Goods Association has pre- 
pared an official poster and back- 
vround series as an effective part 
of the “Retailers for Victory” Sep- 
tember bond drive. 

In the elaborate plans for this 
vreatest of all bond sales cam- 
paigns, the retail quota has been 


put at $200 per retail employe from | 


every retailer in the country. Five 
million retail employes in the na- 
tion will be pledged to undertake 


| this 


|at which Treasury 
many leading retail promotion men | P@ny. 


great selling drive, and a 
Treasury citation for goal-reaching 
employes will be available to re- 
tailers. 


‘Named by Spang-Chalfant 


R. M. Burk has been appointed 
manager of sales of seamless prod- 


At a recent meeting in Chicago,|Ucts by the Spang-Chalfant Di- 


officials 


and | Vision of the National Supply Com- 


Now assistant to the vice- 


were present, it was emphasized | President of National Supply at Los 
that the only possible way that|Angeles, Mr. Burk will take up his 


American retailers could achieve 
the goal set for them was to enlist 
the help of every employe, whether 
in a department, grocery, drug or 
any other type of store. 


Gets Export Account 


Sun Flame Appliance, Ltd., 
Ridgefield, N. J., export marketers 
of cooling appliances, has appointed 
Foreign Advertising & Service Bu- 
reau, New York, to handle its ex- 
port advertising. 


|new duties in Pittsburgh Sept. 1. 


McKenney to Follansbee 


Harvey McKenney has been 
named manager of alloy steel sales, 
a newly-created post, for the Fol- 
lansbee Steel Corporation, Follans- 
bee, W. Va. He was formerly with 
the alloy steel section of the War 
Production Board, and previously 


was with Carnegie -Illinois Steel 
Corporation and Crucible Steel 
Corporation. 


English Canteen 


Service Runs Copy 


Seeking Recruits 


London, Aug. 10.—Naafi, more 


| formally known as the Navy, Army | 


‘and Air Force Institutes, which 
operates canteens on the fighting 
fronts, is the newest addition to the 
list of official organizations using 
display advertising space in English 
media. 

Naafi has heretofore contented 
itself with use of the classified 
|columns, with the help of which it 
|has been recruiting an average of 
| about 500 workers a week, but now 
ithe lengthening battle fronts re- 
|quire the organization to get at 
' least 600 new workers a week, and 
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ng Messages in 
all alton i 


Pick the Campaign You Prefer— 
From These Exceptional Good 
Will Opportunities 


Crowds standing in aisles of 
trains and buses — throngs lett 
behind on station platforms — a 
drastic crisis in wartime transpor- 
tation threatens, unless people 
who take unnecessary trips are 
given the vital reasons for staying 
athome. You can render an ur- 
gently needed war service by 
sponsoring this ODT War-Travel 
Campaign in motion pictures, de- 
signed to convince the public of 
its patriotic duty to conserve 
travel. Your name and suitable 
message, narrated against a 
background of martial music at 
the end of each campaign film, 
will put your advertising on the 
march for Uncle Sam. 


The call to the colors for war-win- 
ning dollars is dramatically re- 
sounded by this War Savings 
film campaign. The power of its 
appeal is proved by the fact that 
this series is already being shown 
under sponsorship on theatre 
screens in 2,200 communities in 
38 states. When you sponsor 
these sight, sound, action appeals 
—you help speed the day of vic- 
tory—you help provide for tomor- 
row—you help promote Amer- 
ica’s surest-to-win, double-return 
investment. What greater war 
duty can your advertising per- 
form—what greater prestige can 
it give to your identity? 


This is a definitely effective way to 
put your advertisement in 26 im- 
portant war messages. Ask SCREEN 
BROADCASTS to send you complete 
details and to show you these films. 


INC. 


ie eo 
ea org get ure 


PRODUCTION 
_ ¢ BOARD 


The fullest conservation of all war-vital 
materials is the surest path to victory. 
This is the imperative message that you 
can bring to record-breaking movie au- 
diences by sponsoring these War-Effort 
films. You are assured of authenticity 
by the fact that production is under su- 
pervision of the War Production Board, 
Conservation Division. These film sub- 
jects portray the real reasons for conser- 
vation. They suggest more than the 
mere wisdom of caring for present pos- 
sessions to make them last. Thus the 
sponsor can help guide the American 
community back to a basis of plenty by 
urging all-out conservation now. Here 
is up-to-the-minute, home-front action 
for your advertising. Why not use it to 
conserve the good will of your business? 
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ONSERVATION FILM: 


Variety in subject and in theme — in 
these War Effort film campaigns—makes 
possible an appropriate selection for 
sponsorship by any type of business and 
for either national, regional or local cov- 
erage. Each tells a story that will be 
earnestly accepted and seriously heeded 
by the tens of thousands who are throng- 
ing to the motion picture theatres of 
America. They enjoy concentrated at- 
tention, entirely without distraction, in a 
comfortable, air-conditioned setting that 
provides a maximum of interest and ac- 
ceptance. These are factors which point 
up the interest value and impression- 
making power of these campaigns. 
When your firm name is closely tied up 
with one of them as sponsor—the results 
are certain to add up to an exceedingly 
large measure of permanent good will. 


| 


19 


display advertising has been 
brought to bear on the problem. 
Naafi canteens followed the Brit- 
ish troops in the Lybian desert, and 
set up stores on the Sicilian beaches 
within 80 hours after the first as- 
sault troops landed there. The first 
in the new series of advertisements 


NAAFI 
IN SICILY 


Canteen stores were landed on the Sicilian beaches only 
eighty hours behind the first assault parties. 

That was news three weeks ago .. . grand news to the 
Eighth Army and the Canadians, for it meant ‘ smokes,” beer, 
chocolate, razor blades, soap, toolhpaste, writing materials . . . 

And these welcome items were available because NAAFI 
was there—the official organisation for the provision of « 
canteen service for H.M. Forces, ebroad as at home, in war as 
in peace. NAAFI belongs to the Forces ; it has no shareholders; 
no private interests; it is financially self-supporting; all its 

lable profits are d to, or expended for the benefit of, 
the men and women of the Forces. 

NAAFI's work, already twenry times what it was before the 
war, is ever growing and the oced cannot be met without « 
constant supply of men and women® willing m serve the 


at home and overseas. Apply NAAFI, Imperial, Court, 
Kennington Lane, London, S.E.11, or to any Employment 
Exchange. 

Thee docs moe apply wo mngie women (ar endows), bern im the years 1918-1989 


is greater than ever 
JOIN TODAY 


appeared a few days before the fall 
of Catania, when the offensive on 
the east coast of Sicily had already 
started, and told of the service 
performed by the intrepid organiza- 
tion in that Italian campaign. 

The new advertising program for 
the service calls for 8-inch space on 
2 columns in newspapers once a 
week for ten weeks, plus two im- 
pressive posters. 


Ahrens Sets Up 
Food Service Board 


Ahrens Publishing Company, 
through the cooperation of leading 
food service equipment manufac- 
turers, has set up a Food Service 
Equipment Dealer Advisory Board. 
It will be inaugurated in the 1943 
Restaurant Buyer’s Directory, pub- 
lished as the October issue of 
Restaurant Management magazine. 

The board will furnish sugges- 
tions, criticisms, and ideas for edi- 
torial features pertaining to the de- 
sign, equipment, and operation of 
restaurants of all types. 
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Pilot is Lovely, Too 


To the Editor: Speaking of make- 
up; the enclosed struck me as most 
amusing. 

The pilot is “fast as sound,” yet 
“lovely beyond belief” according to 
the captions. 

In passing let me say ADVERTISING 
AGE is not only read but reread 
many times in this office. A sincere 
compliment to you on “The Diary 
of an Ad Man.” 

Hau Horton, 

Radio Division, Pondrom and 

Collins, Dallas, Tex. 


[Editor’s Note: The “fast as 
sound” picture is that of the ad- 
man-flyer whose daring exploits in 
the air are reported on Page 36 of 
this issue.] 

v v v 
Answers ‘Digest’ Editor 

To the Editor: I have read the 
reply of De Witt Wallace, editor of 
Reader’s Digest, to the charge that 
the recent Digest article against 
dentifrices was intended as a smear 
on advertised products. Mr. Wal- 
lace denied the accusation. But I 
say Reader’s Digest stands con- 
victed of the charge by virtue of a 
passage which appears in the article 
itself. I refer to the following lines 
at the tail-end of the article: 

“ .., an inexpensive tooth-clean- 
ing material can be made at home 
... there is no objection to the use 
of most dentifrices, if you prefer 
their taste to that of salt and soda.” 

Imagine that! “If you _ prefer 
their taste to salt and soda”! Now, 
I ask any reasonable person if this 
is not an implication (and a most 
“corny” one) that the “dentifrice 
idea” is itself a hoax on the public? | 
If it be a hoax, then every modern 
advance which makes for better 
living comfort and convenience is 
a hoax—because people could still 
do things the old way if they 
wished. 

For example, according to the 
article’s reasoning, the soap that is 
sold in the grocery store in pack- 
ages or bars is a hoax, because any 
woman can make soap in her own 
home! Does Mr. Wallace’s wife 
make her own soap? 

Again, according to the same rea- 
soning, the idea of a maid or a 
housekeeper is a hoax, because any 
normal woman can do her own 
housework! Does. Mr. Wallace’s 
wife do her own housework? 

Yes, those few lines quoted above 
plainly put the finger on the intent 
of the article. Incidentally, I would 
say, they also put the finger on the 
stupidity of the editorial staff who 
permitted their inclusion. 

JOHN J. Horton, 
Chicago. 
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In ‘Farm Journal,’ Too 


To the Editor: I was much in- 
terested in your story of the shift 
in the Florida Citrus account which | 
appeared on Page 2 of your August | 
9 issue. I couldn’t help, however, | 
observing what is a rather bad in- 


| “what we could deliver.” 
\it be 


accuracy in one of your statements. 

In your fourth paragraph, you! 
say, “The Commission, until two | 
years ago a heavy magazine user, | 
has been absent from that medium 
this year, except for a single in- 
sertion in Parents’ Magazine, until 
this month, when color pages on | 


‘VICTORY VITAMIN C' 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


a 3 Soe 


es ilies Army Leaves Woop W oop. 
Gets Denham OF " 
Austrahan Slang Terres 


Adeass- Adare 


"Faster than sound,” the caption for this 
flyer's picture says, but a reader who 
found this combination in a Dallas news- 
paper suggests that his nether extremi- 
ties are obviously “lovely beyond belief." 


canned grapefruit juice made their 
appearance in a magazine list.” 

I call your attention to the en- 
closed four-color pages which ap- 
peared in our June and July issues 
and which featured Florida grape- 
fruit juice. 

H. F. E. JEUNET, 

Sales Promotion Manager, 

Farm Journal and Farmer’s 

Wife, Philadelphia. 

.- woe. 


Asks Conservatism in 
Postwar Product Copy 


To the Editor: I am glad to notice 
among your correspondents those 
who begin to point out that this 
“Brave New World” school of copy 
is about running its course. 

If they succeeded in being be- 
lieved by any significant percentage 
of their readers, these “dream city 
of the future” copywriters and 
artists would do a real disservice to 
average business in the immediate 
postwar period. 

There are a few hundred thou- 
stand station operators and garages 
and motor dealers who will need to 
sell conventional cars to eager cus- | 
tomers long before the glistening 
plastic goldfish bowls are ready for 
delivery. 

Thousands of lumber yards and 
hardware stores, tinsmiths and 
plumbers can do business with 
eager home builders long before the | 
stainless steel panels, copper foil | 
shingles or either the flat-topped | 
landing fields roof or the helicopter | 
to land on it are ready. 

Up until now our advertising has 
had a pretty fair relationship ith | 
Wouldn’t 
smart—and long-sighted—if 
if we don’t contribute to the gen- 
eral disappointment which may be 
felt at the slow arrival of the mono- 
rail trains and the apparent reluct- 
ance of present light and power 
companies to scrap all their equip- 
ment? 


Roy A. HUNTER, 
Vancouver, B.C. | 
"wv. ¢ 

Stork is Busy 
in ‘Post’ Pages | 
To the Editor: Looks like the | 
stork took over the July 31 issue of 

The Saturday Evening Post. 
The enclosed two pages are from 
that issue and I don’t doubt that 
readership was high because Lib- | 


|erty Mutual’s “A Movie Is Born” 
| was On Page 3; General Tire’s “Yes! 
|A New Tire Is Born” was on | 
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» Vietory Vitamin C’ 


Ow’ thet Grapefruit Juice 


This is one in the Florida Citrus Com- | 

mission's ads which appeared in Farm 

Journal earlier this year and is now run- | 
ning in general magazines. : 


Page 5. 


| Hedges 
| “Mother.” 


WALTER HOPKINS, 
Campbell-Mithun, Chicago. 
v v v 


‘Mother’ Joins Up 


To the Editor: Don’t be surprised | 
if you’re in True Story’s promotion | 
department some day, and above 
the clatter of typewriters and add- 
ing machines you hear, 

“I say, Mother, what’s True! 
Story’s latest percentage of wage 
earner readers?” or “Mother, what! 
happened to the latest report on | 
True Story’s ad gains for this 
year?” 

You see, Bill Hedges, the True} 
Story market researcher, needed an 
assistant, couldn’t find one, and! 
commandeered his wife. Being} 
mother of a married daughter, Mrs. | 
is very properly called) 
No mean researcher and | 
statistician herself, Mrs. Hedges| 
formerly headed the statistical de- 
partment of American Chicle.| 
What’s more, she always knows ex- 


actly what and where the figures 
are, and still finds time to head up 
the British War Relief chapter in 
St. Albans. That’s quite natural 
too, because Bill hails from Eng- 
land and served with the British 
field artillery in the last war. 

It works out quite well. 

WEs JONES, 
Promotion Manager, True 
Story, New York. 
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Bottle Return Drive 
Started in Texas 


To the Editor: Enclosed is a 
photograph of our art director, 
Lawrence Harris, putting the fin- 
ishing touches on a five-color dis- 
play piece which is now in every 
retail outlet in Texas selling milk, 
soft drinks or beer. 

Three weeks ago, this agency was 
appointed to handle a _ statewide 
advertising campaign to stimulate 
the return of deposit bottles. Simi- 
lar campaigns already have started 
in other states and the Owen-Illi- 
nois people—the originators of the 
idea, although not co-sponsoring 
any campaign—say that similar 
campaigns are now in progress in 
ten other states. 


Co-sponsored by all Texas brew- 
ers, several out-of-town brewers, 
as well as by Texas bottlers and 
dairymen, the Texas Deposit Bot- 


tle Round-Up, as it is known, will 


run for three months— August, 
September, and October. 

The amount appropriated 
$30,000 for August and $15,000 each 
for the following two months. We 
have scheduled 530 daily and 
weekly newspapers in Texas and 28 
radio stations are carrying an- 
nouncements on the campaign. 

Governor Coke Stevenson signed 
a proclamation asking Texans to 
return all deposit bottles during 
this campaign. 

HOWARD PERSONS, 

Persons Advertising, Houston, 

Tex. 
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Soldiers Go and Come 


in ‘Post’ Ads 


To the Editor: In The Saturday 
Evening Post, issue of August 14, 
there are two advertisements with 
illustrations strikingly similar in 
appearance. 

Both of the soldiers are non- 
commissioned officers and both are 
gazing toward the shore. In the 
Shulton ad the soldier is outward 
bound and has a pensive look upon 
his face. While in the Republic 
Steel advertisement, the soldier is 
returning home and his countenance 
is adorned with a grin of great ex- 
pectation. 

Let us hope that our boys upon 


is 
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returning home have every ;; 
to wear that smile. 
LEHMAN Woop 
Meldrum & Fewsmith, Ip 
Cleveland. 


ason 
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‘Tattle-Tale Grey’ 


To the Editor: Looks as if th, 
artist went overboard on this one 
and got his anchor to leewarj 
rather than windward, judgiy 
from the direction in which the 
smoke is moving. 

VAL WrRicur, 


Managing Editor, National Pro- 
visioner, Chicago. 


LEEWARD HO 


a 


DR TO WINDWARD 


The anchor in this illustration is ‘to 
leeward". instead of “to windward," «4 
reader points out. 


EN years ago Free Press 

circulation was 183,412. Now, 
354,310 families read the Free 
Press each morning, or 93% more 
than in 1933 (almost twice as 
many). Ten years ago the per 
page cost of reaching a Free Press 
family was a little less than six 
tenths of a cent. In 1943, the per 


page cost per family reached is 


(Fast) 1933 1934 1935 1936 1937 1938 1939 1940 1941 1942 1943 
000 


——_ 


— — 


| 


7 310514 


, 267,135 


less than 
an actual 


cost. 


family is 


Chart showing weekday circulation of The 
Detroit Free Press, 1933-1943 inclusive, for 
six-month periods ending March 31. 


four tenths of a cent... 


decrease of 37% in the 


Remember. . . Free Press cir- 
culation is up 93% over 1933. . . 


the cost of reaching a Free Press 


DOWN 37%. Here s 


unusual advertising value in one 
of the world’s fastest growing. 


most active markets. 


Average Net Paid Circulation for July 


378,248 weexoays 


371,813 sunvays 


The Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Nat'l Representatives 
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many industrial earners with 
0 MORE MONEY 
“1! THAN EVER BEFORE 
=| are spending it 
>| RIGHT NOW! 


Not next month or the one after... but now... 


as fast as they can. 


ke They won't wait for your traditional “Fall” adver- move it intact to other markets . . . all because of 
~ tising campaign ... the one that you run “after TRANSITADS new Flexibility ...new Mobility. You 
a) the summer slump.” They're going to market . . . can get the jump on those who haven't discovered 
‘a spending the money that’s burning their pockets the value of TRANSITADs’ great Striking Power in 
i RIGHT NOW. selected industrial markets ... its tremendous cir- 
he culation IMPACT on those who have so much spend- 
You can reach them RIGHT Now, too... as they go able income, — RIGHT’ NOW 
to work ... come home... as they go to spend 
.. . With TRANSITADS. You can reach them every Let the TRANSITADS salesman show you how you can 
Bs day ...in selected industrial centers where spend- get started with a winning campaign in a medium 
the ing power is greatest. . . with TRANSITADS. You can that has no seasonal slump in effectiveness. Let him 
; reach these spenders when you want, too, for there show you how to get the jump ... RIGHT NOW. 
al are no rigid closing dates with TRANSITADS. | 
Telephone, telegraph or write any TRANSITADS office 
Tess You can start a hard-hitting Car Card Campaign below for information. See how easily you can start 
res RIGHT Now ... keep it rolling as long as you like a Car Card Campaign, where you want to . 
one ... expand or contract it as conditions change .. . RIGHT NOW. 
ing, 
7 BOSTON PHILADELPHIA BALTIMORE WASHINGTON DES MOINES KANSAS CITY 
CINCINNATI LOUISVILLE PITTSBURGH NORFOLK DALLAS HOUSTON MEMPHIS 
BIRMINGHAM RICHMOND ATLANTA YOUNGSTOWN AKRON SYRACUSE ROCHESTER BUFFALO 
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Pease to ‘Herald-American’ 


Jim Pease, formerly with the 
Chicago Evening American as ad- 
vertising promotion manager, has 
been appointed to the same post on 
the Chicago Herald - American. 
Since leaving the Evening Ameri- 
can in 1933, Mr. Pease has been as- 
sociated with National Broadcasting 
Company and with Kling and As- 
sociates on special Navy work. 


Reorganization of 
OWI's Domestic 
Branch Is Planned 


Office of Program 
Coordination Setup 
Would Be Revamped 


Washington, D. C., Aug. 19.—A 
new OWI domestic branch organi- 
zation geared for effective coopera- 
|tion with established media will be 


' 


|Hoyt, Seattle publisher who took 
|over the OWI home front organiza- 
| tion in the midst of the Congres- 
isional attack on Elmer Davis’s 
‘budget. 

| Mr. Hoyt has already taken the 
first step in bringing the OWI 
closer to the media—the appoint- 
ment of a committee of newspaper 
|publishers to advise the domestic 
|branch. He has now lined up a sim- 
‘ilar committee of radio station ex- 
;ecutives. In addition he has ar- 
ranged a complete regrouping of the 
Office of Program Coordination to 
insure complete cooperation with 
all media. 


PAUL H. RAYMER CO., notione! Seles Repreventotive 


}announced shortly by E. Palmer | 


NOW IT'S SOAP 
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|\dent of Mutual; William S. Paley, 
|\CBS president; Mark Woods, presi- 
'dent of Blue; Lee Fitzpatrick, gen- 
|eral manager of WJR, Detroit; Her- 
bert L. Pettey, director of WHN, 
New York; Martin B. Campbell, 
managing director of WFAA-WBAP, 
Dallas-Fort Worth; and Neville 
Miller, president of NAB. Niles 
Trammell, NBC president, has been 
asked to serve, but has been away 
from his office and his reply is not 
yet in Mr. Hoyt’s hands. 


Reorganize OPC 


The reorganization of the domes- 
tie branch is based on the expected 
‘appointment of Steven Fitzgerald, 
now an OWI deputy director, as as- 
sistant director of the domestic 
'branch in charge of all operations. 


' |It includes a redivision of the func- 


The problems of telling customers why 
they can't get all the goods they want 
have now descended on the soap field, 
as this advertisement of Procter & 
Gamble, outlining the company's infor- 
mal allotment plan to retailers, indicates. 
It appeared in grocery trade papers. 


Members of the radio advisory | 


| tions of the Office of Program coor- 
| dination. 

According to the plan now under 
| consideration, OPC would be headed 
by Robert Ferry, former account 
executive with Young & Rubicam 
and Geyer, Cornell & Newell, New 
York, who succeeds Drew Dudley, 
|now in the Navy. Mr. Ferry, how- 
ever, would confine his work to al- 
location of campaigns to media. 
Formerly OPC supervised prepara- 
| tion as well as distribution of mate- 
| rial. 
Despite this 


realignment, Mr. 


committee are Lewis Allen Weiss, | Ferry will probably have more rigid 
general manager of the Don Lee! control over OWI campaigns than 


Network; Miller McClintock, presi- | Mr. Dudley enjoyed, for the reor- 


— = 


’ No mere play-on-words is the phrase, 
, house Response Ability.” Rather, it is an attempt 
P to gauge (and label) that elusive quality which 


any radio station, or group of radio stations, must 


have to stay in business. It means the way mil- 


lions of listeners respond to Westinghouse pro- 
grams on a day-to-day basis . . . by writing to tell 


us how much they enjoy a certain program, by 


Sey oo 


Ne 


Ne 


- 


_haplag War Bonds as Westinghouse has urged, by 


asking for a box of tooth-powder or a can of soup 


by name, because a Westinghouse announcer has 


asked them to do just that. Turning a radio dial 
— 


is such a voluntary motion, Westinghouse is grati- 


fied to be invited into so many worth-while homes 


... is glad to offer Westinghouse Response Ability 


to so many sagacious advertisers. 


© WESTINGHOUSE RADIO STATIONS Inc 


Cw WOWO + WGL* WBZ * WBZA * KYW * KDKA 
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| ganization envisages an OPC 4 


will have full powers in placing — 

. Ps ° ‘la- 
terial. For efficiency’s sake, a- ual 
preparation of material will be gon. 
by campaign managers respo; sible 
to the OWI liaison officer coy, ‘ing 


each government agency. 

James Allen, now an assistant 4, 
Mr. Hoyt, will also be assistan: qj_ 
rector, on a level with Mr. 
| gerald, but he will confine hj 
|to policy matters. The setup may 
| include an expanded staff for liaiso) 
with the armed forces in an effort t, 
get more military news to the pub. 
lic. It is felt the old arrangemen, 
under which Nicholas Rooseve; 
alone dealt with the Army ang 
Navy was inadequate. 


Stuart Heads Lamp 
Division of Westinghouse 


Ralph C. Stuart 
has been named 
manager of the 
lamp division 
of Westinghouse 
Electric and 
Mfg. Company, @ 
Bloomfield, N. J. 
Mr. Stuart, who @ 
has been’ with j 
Westing-f 
house Electric § 
and Canadian { 
Westin g- 
house for 25 
years, will have 
charge of all 


Fitz- 
Self 


R. C. Stuart 


activities of the lamp division, in- 


cluding sales, illumination engi- 
neering, district office activities of 
the lamp division, as well as manu- 
facturing and engineering in the 
division’s five plants in New Jersey 
and West Virginia. 

Mr. Stuart joined Westinghouse 
in 1918 as an assistant foreman 
after graduating from Oak Ridge 
| Institute at Kernersville, N. C. 


Schenley Shifts Men 


H. S. Hollander, formerly western 
division manager at Los Angeles 
has been transferred to San Fran- 
cisco as West Coast regional sale 
manager for Schenley Distilleries 
He succeeds S. F. McLaughlin, whx 
has been elected president and gen- 
eral sales manager of the company 
at New York. 


For Al LIP 


Buyers of Advertising 


Not a gamble, but a legiti- 
po mate investment for your I-——4 


advertising dollars. 


NEW BEDFORD 


MASSACHUSETTS 


th LARGEST 
— MARKET 
in 
Massachusetts 
. Largest with single 
newspaper coverage . . . 
96%. Coverage City Zone 
81°. Coverage City and 
Trading Zone 


58,000 FAMILIES, OVER 
50,000 CIRCULATION! 


PAYROLLS and " 
POPULATION 


Industrial payrolls for the first 6 
months of 1943 are over $27,000.- 
000.00, a gain of 19% over ‘42 
and 170% over 1939. According 
to local assessors’ check of popu- 
lation New Bedford shows a gain 
over 1940 census of more than 
5,000. Now over 115,000 total. 


Sunday 


* 


Represented by Gilman, Nicoll & Ruthme* 
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Low in the mail... 


of Women’s Magazine Audiences’ 


Advertisers now have available complete, authentic, and com- 


parable information on the readership of 8 great American 


magazines...4 weeklies through the LIFE study...4 women’s 


service monthlies through the Good Housekeeping study. 


9g YEAR, Good Housekeeping under- 
~ took to make available complete and 
authentic information on readership of the 
four women’s service magazines . . . Ladies’ 
Home Journal, McCall’s, Woman’s Home 
Companion, and Good Housekeeping. 


This year, we have increased the scope 
of our report of the Continuing Study, pre- 
senting more fully and in greater detail the 
findings of the Elmo Roper organization 
which conducts the study. 


In addition to reporting the findings on 


a 10-item basis, we have counted as part 
of our audience this year anyone who has 
read at least one item. This is not because 
we have in any way lessened our regard for 
intensive readership. It still seems to us as 
important as it ever did. We have made 
the change in order to bring our definition 
of a reader into conformity with the defi 
nition used in the LIFE continuing study. 


You are, of course, thoroughly familiar 
with the job LIFE has been doing since 
1938 in its continuing study of four great 


Report No. 2 “Continuing Study 


weeklies, under the supervision of the Mag- 
azine Audience Group. 

After reviewing our Report Number 2 of 
the Continuing Study of Women’s Maga- 
zine Audiences, the Magazine Audience 
Group has this to say... 

“The methods employed in conducting 
this survey conform with the best present- 
day practices, and the presentation of the 
figures, in the opinion of the Magazine 
Audience Group, accurately reflects the 
facts as shown in the results which have 
been examined.” 

Be sure to get Report #2 
Report Number 2 of the Continuing Study 
of Women’s Magazine Audiences 1s now 
in the mail. 

If you have not received your copy, let 
us know...and we shall be glad to send 


you one at once. 


(Good Housekeeping 
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Sound Democracy 


is Based on Public 
Understanding 
* * * 


The purpose of this advertise- 
ment—and of the messages 
which have preceded it in 
newspapers in New York, 
Chicago, and Washington—is 
to build a better understanding 
of the importance of Industrial 
Progress. 


America was built on indus- 
trial progress. Victory for our 
armies would be impossible 
without our unparalleled in- 
dustrial strength. Our post- 
war future will be shaped by 
it. But to maintain this indus- 
trial strength we must have 
the intelligent cooperation of 
every citizen. 


In a democracy, where all have 
a voice, all must understand. 
Fortunately, we have all the 
facilities with which to accom- 
plish this educational job. 
American businesses, large 
and small, can do their share. 
Through their local press and 
other means they can educate 
the people in their own com- 
munities to an understanding 
of the inescapable fact that we 
cannot hope to solve our Home 
Front Problems—now or post- 
war—unless the productivity 
of each and every American is 
increased. 


It is our hope that this 
McGraw-Hill Campaign will 
contribute to this understand- 
ing and provide the ‘‘educa- 
tional yeast’’ for others, so 
that every industrial commu- 
nity can receive essential in- 
sight into the part that a sound 
industry can play in assuring 
good living. 


Free newspaper mats of this 
and other advertisements of the 
Campaign are available to 
those businesses who lack 
facilities for telling their own 
story in their local press. Space 
is provided, in these mats, for 
the signature of the local spon- 
sor. Write Research Dept., 
McGraw-Hill Publishing 
Company, Inc., 330 West 42nd 
Street, New York (18), N.Y. 


President 


MeGraw-Hill!l Publishing Company, Inc. 
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When the Stripes are in the Attic. . 


A NEW BATTLE WILL BEGIN 
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and streamlined trains supplied good jobs dur- 


electric refrigerators, radios, air conditioning 
ing the last depression, because those were 


than putting them on ambition-killing govern- 


ment jobs in some super W. P. A. 


in a sticky, 


E were thinking about a soldier named 


Tim the other day... but not 


American Industry is the best outlet for per- 


tal sort of a way. 
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in spite 
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of hard times. 
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sonal energy and skill. 
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' Admen in the 
Armed Forces 


Eleanor Weber, at one time an 
associate editor of ADVERTISING AGE, 
has reported to the Third WAC 
Training Center at Fort Oglethorpe, 
Ga., for her basic WAC training. 

Ernest C. Allen, who has been in 


Choose the 
leader... 


ithe art department of Needham, | 


Louis & Brorby, Chicago, for the 
past year, has reported to Camp 
Grant for service in the Army. Pre- 
vious to joining NL&B, he was with 
W. O. Kling & Associates, Whit- 
aker-Christensen and the Roberts 
studio. 

Margaret McNemar of the 
Charleston, W. Va., office of Beau- 
mont & Hohman, has enlisted in the 
Waves and is now in training for a 
commission at Mt. Holyoke College. 

Robert C. Myers, of the copy de- 
partment of Erwin, Wasey & Co., 
New York, has been inducted into 
the Army. 

Beverly M. (Bevo) Middleton, 
sales manager of Station WABC, 
New York, has joined the Army. 

Russell Miller, art director of 
Merrill Symonds, Advertising, Chi- 
cago, has been inducted into the 
Army. 

Burrows Matthews, vice - presi- 
dent of the Buffalo Courier-Express, 
and a former president of the New 
York State Publishers Association, 
has been commissioned a major in 
the Army. Maj. Matthews, who 
was a captain in World War I, re- 
ports for duty.Aug. 30 at the School 


of Military 
lottesville, Va. 

Fred W. Bogardus, advertising 
manager and public relations direc- 
tor of Marine Trust Company, Buf- 
falo, and the Marine Midland 
Group, Inc., has been inducted into 
the Army. George G. Enser, assist- 
ant secretary of the Marine Mid- 
land Group, will take over Mr. Bo- 
gardus’ duties. 

Michael F. Ellis Jr., account ex- 
ecutive of Ellis Advertising Com- 
pany, Buffalo, has enlisted in the 
Army signal corps and has reported 
to Camp Crowder, Mo. 

James F. Devine, vice-president 
of J. J. Devine & Associates, pub- 
lishers’ representative, and former 
manager of the firm’s Chicago of- 
fice, has completed apprentice train- 
ing at the U. S. Naval Training Sta- 
tion, Sampson, N. Y., and will be 
assigned to ship duty after a short 
leave. 


Government, Char- 


J. P. Smith Names Agency 


J. P. Smith Shoe Company, Chi- 
cago, has appointed Goldman & 
Gross, Chicago, to handle its adver- 
tising. 


‘American’ Will 
Drop Serials 
in October 


New York, Aug. 18.—The Amer- 
ican Magazine will take a pioneer- 
ing step in mass magazine publish- 
ing by eliminating all serial fiction, 
effective with its October issue, out 
Sept. 3. Explaining the move, Ed- 
itor Sumner Blossom said, “Life 
today moves fast for most of us, 
leaving little time and less inclina- 
tion to wait, and in our magazine 
there will be no waiting.” 

For more than three years the 
American has been engaged in a 
comprehensive study of editorial 
policies, resulting in a large increase 
in circulation and advertising. 

“In the past there have been 
seven or eight continued stories in 
the magazine each year,” Mr. Blos- 
som explained. “In the future there 
will be one complete short novel 
and one complete short mystery in 
each issue, a total of 24 a year.” 

The usual quota of top-flight 
short stories, timely and informative 
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jarticles, short features, cartoons 
|pictures and illustrations will b: 
continued, Mr. Blossom said, and 
the new fiction will not be bald di 
gests of already published best 
sellers, but “brand new hits fres! 
from the typewriters of the best au- 
thors in America.” 

The first step in this long-range 
editorial study was taken in 1939, 
when American Magazine deter 
mined to get the answers to three 
related questions: “What do people 
read? What don’t they read? And 
why?” Several research organiza- 
tions were put to work making 
readership studies not only of the 
American, but a number of other 
leading magazines as well. 


Reading Clues Found 


No two of these organizations 
gave the same number of readers of 
any one article, fiction or non-fic- 
tion, in any issue of any one maga- 
zine, but it was obvious that all of 
them agreed as to whether any arti- 
cle was high, medium or low in 
readership. This gave the editorial 
staff a fairly complete picture of 
what people do and do not read, in 
magazines as a whole. 


The editorial staff, in discarding 
| serials and making the American 
| Magazine complete in one issue, is 
| doing it in response to the tastes of 
|its readers, Mr. Blossom said. The 
|decision was not made hurriedly, 
|since serials have been an accepted 
|staple in general circulation maga- 
zines for many decades, but the staff 
| believes the move is progressive and 
|“in keeping with life’s increased 
| tempo.” 

Arthur H. Motley, publisher of 
|the American Magazine, this week 
|introduced the new policy at a 
|} luncheon for the press at the Wal- 
| dorf-Astoria. 


Organizes Employe 
Magazine Service 

Stewart S. Howe and Richard 
Hollenbeck, who have had long 
|experience in editing house organs 
| for college organizations, have or- 
|ganized The Howe Service to 
handle the production of employe 
| publications. 

Offices are at 


1618 Orrington 
Ave., Evanston, Il. 


gHere’s How to Get 
Complete Coverage in 


MEET 
STAR-FACE... 


He’s Going to Visit Every Radio Home 
in America to Sell RADIO 
As It Has Never Been Sold Before! 


Youngstown’s Booming 
Steel Area... Ohio's 
3rd Market... 


The big Youngstown Steel Cen- 
tre (491,974 people in the Met- 
ropolitan Market alone) has just 
one station that completely covers 


every radio home in Ohio’s 


Third Largest Market! 


It’s WKBN that captures the 
. leads in 


. outshines in Radio 


listening audience . . 
ae Star-Face is the biggest thing in radio promotion that has 


These recordings have gone to all NBC affiliated stations in 
=e ever hit America. 


132 dynamite-loaded portfolios, ready for those stations to 
build them into five, fifteen, or thirty minute complete 
shows. And in those same portfolios is the ammunition to 
promote NBC's Parade of Stars in every conceivable way, in 
every town, to every radio home in the country! 


| sales .. 


Who's behind him?—The sponsors, the stars. the agencies. Showmanship! 
the stations, and the network that put on the country’s top 
radio shows. 


It’s WKBN that can mean more 

Vho’s going to benefit from his work?—Those same spon- ‘ 
cen oni id eget tte sales, more influence for you now 
sors, stars, agencies, stations, and network—plus America’s 


From proofs of ads to press releases, from window posters to 
listeners up and down the land. 


car cards, from prints of stars to spot announcements—the 
whole shooting match of spectacular and sure-fire promotion 
is packed into these portfolios. 


and in important postwar years. 
Star-Face, symbol of NBC's Parade of Stars. is going to do a 
' promotion job that will set the country talking—and listen- 
ing more avidly than ever, Here's the set-up: We think your own publicity instinct will help you evalu- 


The stars of 42 NBC programs have cut records packed with ate this promotion . 


.. Without our mentioning such figures 
as 1320 spot announcements . . . 10.560 mats and proofs of 


the same action, appeal, and excitement they put into their 
. . 500,000 


' “live” shows. In all. 4609 recordings of shows have been ads... 11,088 mats and proofs of stars’ photos . 


made for this one promotion. gummed letter-stickers . 


oo CtC., Ste, 


SS 


—The Nlational Broadcasting Company 


5 | Represented by: PAUL H. RAYMER CO. 
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CURTISS CANDY COMPANY: 


At right, a few of the nearly 3,000 bars of 
Baby Ruth Candy, rich in dextrose, donated 
by Curtiss, flown by CAP with cooperation 
of Army to relief of Southern Illinois flood 


Wares AND FLOODS are emergencies of the most drastic kind. In both, Curtiss Candy 
Company has a remarkable record of extended cooperation. Recently, with the help 
of pilots of the Civil Air Patrol, six plane-loads of nationally known Baby Ruth Candy 
were flown to Southern Illinois flood areas as supplementary food-energy for evacuees 
and volunteer workers alike. 

This is just another example of the many times Curtiss has responded to the call for 


food-energy at home . . . cooperation extended in the face of ever-increasing demands 
for its food products to help maintain wartime morale on Fighting Front and Home Front. 

To its credit, Curtiss has chalked up continued and faithful service to the public, mean- 
while practicing a policy of ever-widening wartime service to the military and civilian 
activities of the nation: 


ON THE FIGHTING FRONT... 
In line with its production, millions of cubes of Ration K, emergency military field ration, 
have been manufactured and packaged. 
Carloads of Curtiss Candies, many enriched with dextrose energy-sugar, are going 
forward daily to all theatres of war. 
Free Baby Ruth Good Luck candy bars by the hundreds of thousands are distributed 
to servicemen about to embark for foreign shores. 
“Baby Ruth Quiz” has entertained hundreds of thousands of servicemen and -women 
at camps throughout the nation. Three or more shows are given weekly with cash and 
candy prizes and Free Baby Ruth bars to all attending. 
Curtiss has loaned to the Navy Department 238 acres for use as a practice landing field 
for Navy cadets from Glenview Base, Illinois. 


ON THE HOME FRONT... 
Homefront morale is sustained also by “GREETINGS FROM YOUR BOY” program bringing 
messages from the boys to their folks, broadcast every Sunday morning over WGN, Chicago. 
Cooperating with Washington, Curtiss sponsored three national educational ads on 
proper wartime nutrition. Total circulation of magazines used—38,000,000. 
“BUY WAR BONDS” billboards, slogans on hundreds of delivery trucks, and 90% 
employe participation in payroll savings plan have received wholehearted cooperation 
of company and its 4500 employes. 
Company has played active role in War Bond Drives and Rallies, contributing success- 
ful promotional ideas as well as six-pony team and wagon to tour county fairs to 
stimulate bond sales. 
Organized its 800 midwestern salesmen in scrap metal collection drive, proceeds being 
donated to charitable and service organizations. 


ON THE FOOD FRONT... 


Since the nation’s food front is of particular concern to the company, president Otto 
Schnering has established extensive farm operations cooperating with Department of 
Agriculture to produce more food, improve herds, increase livestock production. To 
supervise same, competent personnel has been retained to take over responsibilities of 
efficient and experienced farm operation. 


At left, personnel of Civil Air Patrol which flew 
Baby Ruth Candy in six planes to Southern Illinois 
flood areas. 


Mark Leve, radio and opera star, conducting 
Baby Ruth Quiz for entertainment of servicemen in 
camp. Each performance draws from 500 to 1500 
or more boys or girls in uniform, each of whom 
receives Free Baby Ruth bar. 


Curtiss has one of largest farm and livestock oper- 
ations in Middle West. View shows part of modern 
silos and equipment on one of the many great 
farm units. 


Producers of Fine Foods » CHICAGO, ILLINOIS _ 
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. - ‘ 
Scott Opens Agency Canadian Linage AUGUST LINAGE FOR CANADIAN MAGAZINES | Army’s Study of 
Harvey C. Scott, formerly of James Pages " Lines Pages "Lines | # ’ = 
Houlihan Advertising Agency, Oak- Shows Increase *Canadian Home Journal. 31,4 21,368 22.5 15,279 Usefulness Hits 
land, has established a _ general = wae ne jo a sCanadian Homes & Gardens 19.5 13,431 21.9 14,266 O d Pp 
advertising and public relations ew York, Aug. .— Canadian | .oberty " 348 14.988 31.0 13/28 
service under his own name in the| Magazines and farm papers for the | «yfaciean’s ry 31'366 04 19.673 ranance Fapers 
Easton building, Oakland. Key month of August registered linage *Mayfair 27.8 18,683 $1.7 21,305 Chicago, Aug. 19.—Although th, 
System, transportation, Oakland,|84ins over the same month last sNational Home ere is retry 101 Ir'sy9| War Department told AbveErtisiy; 
has placed its advertising and pub-| Y@%, according to an ADVERTISING — — ——| AcE last week that it knew of no 
lic relations account with him AGE compilation based on figures Total Group 7 142,276 192.4 122,674 | Army-run ordnance plants or plant: 
; furnished by Publishers’ Informa- selene Display, inclading Poultry and Livestock in Canadien Farm Papers .e7,|With government orders whic! had 
: anadia oun nan .. see 9. 5 . 9,875 “bee : — os 
tion Bureau. *Country Guide. The.. 18.3 13,210 12.4 3.934 | eliminated employe publications be. 
apts ened August magazines carried an ag- | *+*Family Herald cause of the recent survey o! the 
gregate of 142,276 lines compared) astern Eilon 3 iaasz tg 18.477 | Susefulness” of such publications 
with 122,674 lines for the | Fg ag BR oe eee one a8 é341|}at least four such publications |yay¢ 
oo of 1942, a gain of 16%, while tFarmer’s Advocate & Home Magazine 22.1 15,484 19.5 13,646 | already ceased publication. 
farm papers carried 136,628 lines ‘Farmer's Magasine wen ss 68 18, us 14.9 10,456 In addition to the employe pup. 
| this month against 127,905 lines for} ..wes nn, Pprodueer é +9 13.311 Hi 12100 | lication of the Badger Ordnance 
a ® | August, 1942, a gain of 6.8%. : sa ; Works, operated by Hercule; 
Ss STUDIOS Inc. | Total Group 159.6 136,628 144.1 127,905 | Powder Company at Baraboo, Wis. 
- 2 | *Figures received from publisher which was reported suspend 1 In 
"a 540 N. MICHIGAN AVE. + CHICAGO \ |McClatchy Names Street | ‘July figures last week’s issue of ADVERTIsIN¢ 
Ag iFive issues, 1943; four i es, 1942 af . san $i ; 
‘is Whitehall 5355 Fa Robert A. Street, former New| *Four ‘oom 1943; wal lean, 1942, Ace, similar publications at the In- 


wed WwW 
|York sales manager for Station | diana Ordnance orks and 


| WCAU, Philadelphia, has been ap- 


| pointed national sales manager of 


McClatchy Broadcasting Company, 
Sacramento, Cal. He will divide 
his time between eastern cities and 


| the West Coast. 


Buckley Heads Radio 


Foote, Cone & Belding, San Fran- 
cisco, has appointed Mark Buckley 


radio director, 
radio time buyer. 


and Jane Sullivan 


How to look in three directions 
and keep your Balance 


I want to help win this war.. 


business.. 


threefold job that calls for “ 


know-how 


.1 want to protect my 


.I want to plan for the future. *® It’s a 


”—fresh 


thinking—ingenuity. * We are ready to do a custom- 


made job for the advertiser who wishes to 


LAWRENCE C. GUMBINNER ADVERTISING 


achieve such ends. 


AGENCY 


9 EAST 41ST STREET, NEW YORK 17, N. Y. 
ADVERTISING FOR TODAY—and Tomorrow 


De Jr., 


| Manz succeeds Col. 


| 


| chairman, 


| Gen. Julius Ochs Adler, 


Wallace and Manz 
Named Members of 


ANPA Committee 


New York, Aug. 18.—William 
Wallace, advertising manager of 
the Toronto Star, and Henry W. 
Manz, advertising manager of the 
Cincinnati Post, have been ap- 
pointed members of the committee 
in charge of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, as representa- 
tives of the Newspaper Advertising 
Executives Association. 

Mr. Wallace, who is the new 
chairman of the Bureau’s advisory 
committee, succeeds William Elly- 
of the Richmond Times- 
Dispatch and News Leader, on the 
|committee in charge, 


Leroy W. Her- 

ron, of the Washington Star. 
Other members of the Bureau’s 

committee in charge include: Chair- 


man Frank E. Tripp, general man-|, 


ager, Gannett Newspapers; vice- 
William G. Chandler, 
Scripps-Howard Newspapers; Brig. 


New York 


| Times; Norman Chandler, Los An- 


| Newspaper 


geles Times; Henry H. Conland, 
Hartford Courant; E. E. Flagler, | 


representing the Newspaper Repre- | 
| sentatives Association of Chicago; 


Edwin S. Friendly, New York Sun: 
J. D. Gortatowsky, Hearst News- | 
papers; Harry C. Griffith, News- 
paper Representatives Association | 
of New York; Kenneth C. Hogate, 
Wall Street Journal. 

Frank G. Huntress, San Antonio | 
Express & News; George R. Katz, | 
Representatives Asso- 
ciation of New York; Samuel H. | 
Kauffmann, Washington Star; F. I. 
Ker, .Spectator, Hamilton, Ont.; 


Secretary of the Navy Frank Knox, | Seven-e Gace 


Chicago Daily News; C. A. G. Kui- 
pers, Newspaper’ Representatives 
Association of Chicago; Lee P. 
Loomis, Globe-Gazette, Mason City, 
Ia.; Roy D. Moore, Brush-Moore 
Newspapers: David B. Plum, Troy 
Record Newspapers; Fred Schilplin, 


Times, St. Cloud, Minn.; Richard W. | 


Slocum, Philadelphia Evening Bul- 
letin; Comdr. James G. Stahlman, 
Nashville Banner; S. E. Thomason, 
Chicago Times; and S. R. Winch, 
Journal, Portland, Ore. 


while Mr. | 


Hoosier Ordnance Plant, as we!| as 
at the Quartermaster Depot at Jef- 
fersonville, Ind., will be suspended 
after the next issue. 

In each of these cases, managers 
of the plants reported that suspen- 
sion of the publications was made 
necessary “by order of the U. § 
Army Service and the chief of 
ordnance” in order to conserve 
newsprint and manpower. 


Frietsch Promoted by 
Ralph Jones Agency 


William 

; Frietsch Jr. has 
| been promoted t 
' director of - 
search and media 
of the Ralph H 
Jones Company 
Cincinnati and 
New York 
agency. Mr 
Frietsch ha; 
managed _ th: 
~ & agency’s researc! 
nm ie i department for 
number of years 

Wm. Frietsch Jr, 20d for the past 
six years has 

supervised the largest independent 
survey in the nation for the agency 
The pre-testing of advertising cop; 
land analysis of readership, as wel 
as the selection of media will bx 
| under his direction. 


Calendar a Casualty 


The full-color calendar published 
by McCandlish Lithograph Com- 
/pany on Aug. 1 of the past three 
years, which had become almost 
| collector’s item, will not be issued 
| this year because McCandlist 
presses were engaged 100% in pro- 
ducing war posters. 


oti tity Bottling Company, St 
Louis, has filed suit against Bubble 
| Up Bottling Company in the U. $ 
| district court at St. Louis, charging 
| infringement of its trade mark. The 
Seven-Up firm asked that all signs 
'and labels of the other company be 
| destroyed, an accounting be made 
of its profits, that it be barred from 
sales under the present label and 
that the registration of its trade 
| mark be declared void. 


on Product, Marketing 


Young man (30), 


sponsibility. 


N. Y. 


AVAILABLE 


RESEARCH ASSISTANT TO THE PRESIDENT 


Saxon. Entire business background 
in consumer goods. Present con- 
nection satisfactory; however, or- 
ganizational structure limits re- 


Box 4265, ADVERTISING AGE, 
330 W. 42nd St., New York 18, 


and Planning Problems 


deferred, Anglo- 
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War Bond Message 
Features Fall Drive 
for Jarman Shoes 


(Picture on Page 47) 

Nashville, Aug. 17.—In a fall 
campaign breaking in the Aug. 21 

sue of The Saturday Evening Post, 
and scheduled to run in full color 
“», the Post and Life during the 3rd 
War Loan drive, Jarman Shoe 
Company will feature a series of 
dramatized war bond messages, 
closely tied in with its product— 
Jarman shoes for men. 

Each advertisement in the series 
is designed so that one-third of the 
space is devoted exclusively to the 
war bond appeal. Shoes of fight- 
ing men pictured in battle sur- 
roundings form an attention-getting 
background for the bond message, 
which, in the opening advertise- 
ment says: “I am the shoes of a 
fighting Marine. I know what it’s 
like to wade ashore from a landing 
barge under fire. I know what it’s 
like to slog through slimy, Jap-in- 
fected jungles—where life is meas- 
ured in terms of good American 
bullets, cold American steel. It’s 
your war bonds that buy those bul- 
iets and bayonets. Don’t let my 
guy down. Buy another bond to- 
day—your best is the least you can 
do.” 

The remainder of the advertise- 
ment features a shoe from one of 


Ac One man we talked 
or with the other day had 

the mistaken idea that 
STEEL magazine went only to 
steel plants. * * * An easy mis- 
take to make when you con- 
sider the importance with which 
steel men regard this magazine, 
and the fact that it reaches 
practically 100% of the steel 
plants. * * * But that’s not the 
whole story by a jugful. STEEL 
reaches the plants that account 
for over 90% of the business of 
the entire metalworking indus- 
try. They are the very plants 
you would select as your most 
worthwhile prospects—7,035 of 
them employ over 50. For a lot 
more information on STEEL’s 
ellective coverage of both metal- 
working and metalproducing, 
ah to see the new Market 
Study that gives you up-to-date 
lacts and figures. 


PENTON 


Ublication 


| The Magazine of = 
talworking & Metalproducing 


Jarman’s five style groups for fall, 
in this case ‘“Million-Aires,” and 
stresses the fact that Jarman shoes 
are “designed for essential service 
with America’s ‘soldiers in civvies’ ” 
—the men who plan, make and 
transport the war materials our 
fighting men must have. 


Sales Execs Move 
Office to Cincinnati 

The National Federation of Sales 
Executives has moved its head- 
quarters office, to Cincinnati from 
New York, following election of 
Harry C. Anderson, Globe-Wer- 
nicke Company, Cincinnati, as 
president, and George Hammerlin, 
Minnesota Mutual Life Insurance 
Company, Cincinnati, as treasurer. 

Clifton D. Jackson is executive 
secretary of the association. 


LeQuatte Drops Curtice | 


H. B. LeQuatte, Inc., New York, | 
has resigned from directing the ad- | 
vertising for Curtice Brothers Com- | 
pany, Rochester, producer of Blue} 
Label foods. 


Joins Curtiss-Wright 

Rubert J. Lindquist, vice-presi- 
dent and director of Reynolds 
Metals Company since 1941, has 
joined Curtiss-Wright Corporation 
as vice-president in charge of 
finances. 


Robinson Promotion 


W. P. Robinson, account execu- 
tive of station WLW, Cincinnati, 
has been promoted to Chicago sales 
manager for this station, succeed- 


ing Dewey Long, resigned. 


29 


publisher of Parents’ Magazine, 52 
Baer Agency Moves Vanderbilt Ave., New York, who is 


The S. C. Baer Advertising|chairman of the committee in 
Agency, Cincinnati, has moved to | charge 
new and larger quarters on the) , 
fifteenth floor of the Times-Star | 


building. 


Mehr Wins Promotion 


Joseph Mehr, associated with 
Conover-Mast Corporation for sev- 
eral years, has been appointed east- | 
ern manager of Purchasing, Con-| 
over-Mast publication, with offices | 
in New York. 


Set Parenthood Week 


The sixth annual Better Parent- 
hood Week will be observed nation- 
ally this year Oct. 25-31. Material | 
to help tie in with the event is| 
available from George J. Hecht, | ¥% 


Choose the 


Leader... 


abe 
The Formidable 
General Sherman 
Does Its Job 


These huge, crawling behemoths of steel are not being 
stopped by the Axis. They roll sullenly but unceasingly 
on toward their objective. They seek their target and 
hit it with deadly accuracy. They have been built to do 
a job and they do it with devastating effectiveness. When 
they rumble into combat and engage the enemy, they 
make HEADLINES! Headlines the Axis doesn’t dare 
print, but HEADLINES San Franciscans are hungry for. 


Today there is nothing more important to thinking San 
Franciscans than headline WAR NEWS. 


The Call-Bulletin has been designed and engineered to 
bring that WAR NEWS — not tomorrow, but today — 
when news happens and as news happens. 


The Call-Bulletin brings WAR NEWS to thousands of 
readers, efficiently and accurately. Two of the greatest 
news gathering agencies in America, the International 
News Service and Associated Press, bring NEWS from 


REPRESENTED NATIONALLY BY PAUL BLOCK 


every battle front. I.N.P. Sound Photos and A.P. Wire- 
photos flash war PICTURES from every quarter of the 
globe with the speed of light. 


San Franciscans prefer a news newspaper, as shown by 
the popularity and prestige they give The Call-Bulletin. 


Advertisers have shown a high regard for these same San 
Franciscans by the advertising responsibility they have 
placed on The Call-Bulletin. 


The reason is simple. The Call-Bulletin has been built 
to do a job and does it. It does not scatter its effective- 
ness. It hits the. target with General Sherman efficiency 
in San Francisco, where the greatest Effective Buying 
Income is concentrated. With San Francisco’s ifcrease in 
population and industry not only tremendous but a per- 
manent development—and The Call-Bulletin circulation 
greater than ever in the same concentrated area, it 
means sure “hits” for advertisers. 


a 
Saw Franctsce 


CALL-BULLETIN 


The WOGGAET Paper \ a a GOLDEN Market 


and ASSOCIATES 
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Forms New Agency 


Bud Block, former editor of Boys’ 
Outfitter, New York, has opened his 
own advertising agency. 


NATIONAL COVERAGE. 


AMERICA’S SEVENTH INDUSTRY 
Write for Sample Copy - Chicago, Ill. | 


‘Hooper Ratings Lists 


} 
Top Pacific Programs | 

The July Pacific Program Ratings | 
Report, recently released by C. E. 
Hooper, Inc., New York, lists! 
“Ellery Queen” in first place among 
the “Top 10” programs. “Kay 
Kyser” placed second and the “Quiz 
Kids” third. 

Other programs in the following | 
order are: “Walter Winchell;” “Du- 
rante-Moore-Cugat;” “Screen Guild 
Players;”’ “One Man’s' Family;” 
“Point Sublime;” “Mr. District At- 
torney;” and “Mr. and Mrs. North.” 
All the Hooperatings are based on 
the coincidental method, which 
measures the audience during the 
broadcast of the program. 


Chain Buys Radio Show 


First National Stores, Inc., Bos- 
ton, will begin sponsorship of “First 
National’s Wartime Food News” 
over six stations of the New Eng- 
land Regional Network Sept. 14. 
The program will be heard Tues- 
bay through Fridays, at 9:30 to 

9:45 a. m. Badger & Browning, 
Boston, is the agency. 
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You were the first President inaugu- 


rated in Washington, Thomas Jefferson. 
The inaugural crowd was large, wasn't 
it? But think of the people in Washington 
today Tom. 1% million of ‘'em—repre- 
sentatives of every county in the U. S. 
People who have more money to spend 
than they've ever had before—they have 


the highest family buying income of any 


city in the nation! 


But it's more than that, Tom. These 
1% million have the future of the world 
im the palm of their hand. They're spend- 
ing over TWO BILLION DOLLARS A 
WEEK to buy the goods this nation needs 


to fight a war. 


Advertising Age, August 23. 


1943 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column, 


August 9. Got into an elevator in the 
Graybar building, New York, to go up to 
the Four A’s office. A little old man in a 
Western Union uniform was the only other 
passenger. As we started up, the operator 
turned to the messenger “boy” and said: 
“Monsieur, what is the leading wine of 
France?” To which the messenger replied: 
“C'est Burgundy.” “C'est Burgundy?” 
questioned the operator. ‘Mais, oui,” said 
the messenger, “c’est Burgundy!” Then 
both drew themselves up, clicked their 
heels, saluted, and said in unison: “Vive 
La France!” Sounds crazy, but that’s the 
way it was. 


August 10. A client of mine in the gar- 
ment trade in a western city wanted to 
buy some Singer sewing machines, but no 
new Ones were to be had. In his city he 
discovered 100 of just the kind he wanted, 
in storage since the wind-up of a local 
WPA project. But somebody in Washing- 
ton had just ordered these crated and 
shipped to South America, and nothing 
could be done to divert them. Eventually 
the client discovered some more such ma- 
chines in a second-hand dealer’s in New 
York, which had come from a WPA project 
in Indianapolis. These were shipped West 
to him over the same miles that carried 
the other lot east, for shipment to South 


America. Viva La Planning! 
7 
August 11. Greatly pleased to receive 


today an invitation to participate in a post- 
war commerce symposium at one of 
Canada’s great universities. There is a 
country and a people! Twenty-five years 
ago the little town of Perth, Ontario, used 
to be on my winter selling schedule, and I 
would stay there for several days at the 
Hicks House. In spite of deep snows and 
freezing temperatures, there was no heat 
to be had in the place except from a pot- 
bellied stove in the lounge and from the 
glasses in the bar. When I saw the Cana- 
dians there, taking their whisky neat in 
full tumblers, I used to think, as I do now, 
that they proved the reverse of James J. 
Hill’s dictum: that the man on whom 
snow never falls isn’t worth a damn. 


August 12. Some mail order advertising 
results suggest that there may be a space 
policy which might be called “the danger- 
ous middle.” I took a four-inch, single 
column ad which had long been successful 
as an inquiry producer in women’s pub- 
lications, and blew it up to a quarter page. 
The inquiry cost promptly went up. Then 
I took the same piece of copy, expanded 
it to include more selling material, and 
ran it in a full page, in color. The inquiry 
cost went down below that of the four- 
inch space. 


August 13. Had a chance today to see 
the results of an incentive pay plan which 
a client of mine adopted three years ago. 
In that period his workers have nearly 
doubled their output and pay per man and 
woman. His total overhead costs have 
gone down about 25%, and his direct sup- 
ervisory costs even more. He has lost few 
workers through the allurements of higher 
pay in other work, and these have been 
more than offset by the employes of com- 
petitors who have sought a place with him. 
The secret is that the wage rate originally 
established has never been lowered. 


August 14. A relative of mine has been 
employed in a civil service job for the War 
Department. Today he was called in by 
a superior and asked to sign his resigna- 
tion. Congress, it was explained, had 
called for a reduction in the War Depart- 
ment’s civil employes. Therefore my rela- 
tive’s unit was to be removed from the 
department’s rolls and transferred bodily 
to another branch of government—where 
it would go right on with the same work 
at the same rates of pay. The Greeks had 
a word for it: hydra. 


August 15. Riding horseback along a 
back country road I saw a small land 
turtle crossing ahead of me. Just then a 
cottontail dashed out of the bushes on one 
side and into those on the other. So may- 
be I am the only living man who has seen 
the tortoise race the hare. 
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CCC Advertisement 
Shows Transition 
in Financing 


Baltimore, Aug. 18.—With its in- 
stalment and wholesale financing 
of cars, refrigerators and other 
peacetime commodities drastically 
curtailed by government decree, 
Commercil Credit Company today 
placed 1,000-line advertisements in | 
145 newspapers across the country 
and used full pages in magazines to 
portray the company’s wartime role 
in financing manufacturers and 
wholesalers to expand production 
of wartime equipment and supplies. 

Copy points out that prior to 1941 
nearly three-fourths of the com- 
pany’s gross volume of one billion 
dollars was in financing the sales of 
automobiles, trucks, refrigerators 
and other useful products bought 
by millions of Americans. With the | 
advent of the war, the company’s 
financing business underwent a 


|radical change. 


Charts in the advertisement show 
that since Pearl Harbor instalment 


time commodities decreased from 
about $129,000,000 in 1941 to 
$9,000,000 up to and including the 
second quarter of 1943. On the 
other hand, financing of war manu- 
facturers and wholesalers engaged 
in war production spurted from 
about $61,000,000 in 1941 to $130,- 
000,000 up to and including the sec- 
ond quarter of 1943. 
The advertisement, 
one-time shot, was 
Sheldon, 
York. 


placed as a 
handled by 
Quick & McElroy, New 


Iowa Dairy Copy 
in Newspapers 


Des Moines, Aug. 19.—Iowa news- 
papers, both daily and weekly, will 
carry the brunt of the fall and win- 


,ter promotion program of Iowa 


Dairy Industry Commission, ap-| 
proved this week by directors of the | 
organization. Copy will appear | 


months, starting in October. 
The first advertisement, 170 lines 
on 5 columns, tells the economic 


once a month for five consecutive | 


| well as its nutritional value on the 
fighting and the home front. Fol- 
lowing advertisements carry the 
same general theme. 

The commission program also 
calls for exhibits and displays at 
fairs, posters and leaflets for school 
use, motion picture films, etc. 

Coolidge Advertising Company, 
Des Moines, is in charge. 


Fritz Blocki Joins JWT 

| Fritz Blocki has joined the staff 
lof J. Walter Thompson Company, 
|New York, as a radio writer-di- 
jrector, and will write for the new 
\RCA program entitled “Whaf’s 
|New?” Mr. Blocki was formerly 
with Kenyon & Eckhardt and Ben- 
ton & Bowles. 
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Public Hearings 
on Blue Transfer 
Set for Sept. 10 


Washington, D. C., Aug. 17.—Full 
public hearings on the transfer of 
the Blue Network to the American 
Proadeasting System, owned by 
Edward J. Noble, will be held be- 
fore the FCC Sept. 10. 

Although FCC has no authority to 
act on the transfer of Blue Network 
itself, the Commission must pass on 
the sale of WJZ, New York; WENR, 
Chicago, and KGO San Francisco, 
key Blue stations included in the 
$8,000,000 deal. 

The procedure of public hearing 
on this application,” the FCC noted, 

|| provide opportunity for pre- 
sentation of all material evidence 
and enable the Commission to ob- 
) full information regarding the 
proposed transfer.” The full Com- 
mission will preside at the hearing. 


Wants Public Record 


Although approval of the transfer 
is expected, since the FCC was 
aware of negotiations for the sale of 
the blue as they progressed, it is be- 
lieved the Commission wishes to 
establish a public record on the 
deal, since this is the first time that 
a national network has been sold. 

The Commission will probably 
study the financial arrangement un- 
der which Mr. Noble is withholding 
from sale 100,000 shares, 20% of. the 


ANNOUNCEMENT 
oa 


nis INSTITUTE, INC. 


LARGEST CIRCULATION 
MAGAZINE FOR GIRLS 
~from 11 to 17 years old 


e “JIVE” that makes 
it “SUPER SOLID” 


COMICS .. . Drawn especially to 
oppeal to girls. True stories and true- 
to-life stories in full color comics. 
FICTION . Sparkling short sto” es 
ond ular mystery serials by ovut- 
standing authors, profusely illustrated. 


FASHIONS ... . The latest and best 
on teen-age " fashions unanimously 
okoyed by readers, store buyers, and 
stylists. 
MOVIES . Reviews and previews 
to guide the choice of young fans, 
plus star “personality” stories. 


“Se LOOKS . : ~All the ome 
of grooming, make-v 

core e ortty treated bom the conde 
point oF the growing girl. 

JUNIOR HOUSEKEEPING . Party 


ideas for young hostesses, and cooki 
that’s fun for the high school crow 


ines TO DO AND TO MAKE. 
Mobbies, sewing, home decorating | 


GIRLS IN THE NEWS. .. . and feature 
articles of particular interest to girls. 


CALLING ALL GIRLS is full of “pep,” 
yet is always in good taste. . . every 
page specks the teeners’ language, is, is, 
n short, “right on the beam.” 


ple Copies and Additional 
2 Gladly Sent on Request 
ALLING ALL GIRLS 


ished by The Parents’ Institute, Inc. 
Venderbilt Ave.. New York 17, N. Y. 


ABS capitalization. According 


| gested to Flamm the opportunity to | ings, 
the statement filed with the FCC, | catch a bargain,” 


was a generous price, 


Mr. Noble has bought the remaining | new owner of the Blue Network, | point of view only by my belief | 
stock, 400,000 shares, for $4,000,000. | in a signed affidavit filed last week, 


In addition there is a $4,000,000! 


loan to ABS from three New York | 


banks to consider. 

Another factor which may appear 
in the hearings is Mr. Noble’s rela- 
tionship with WMCA, New York, 
and the current litigation with Don- 


who has charged Mr. Noble bought 
the station in January, 1941, 
through “fraudulent acts and coer- 
cive measures” and that he was an 
“unwilling seller.” 


NOBLE REFUTES ALL 
CLAIMS OF FLAMM 
New York, Aug. 17.—Stating that 


the necessity of his selling Station | 
WMCA now “seems to have sug-| 


| every 


| denied all charges in a suit by Don- 
ald Flamm, former owner of 


/_WMCA, to rescind his 1941 sale of 


| that station to Mr. Noble. 
The Flamm suit filed in New 
York supreme court, asked for re- 


‘turn of the station for the purchase 
ald Flamm, former WMCA owner, | 


price of $850,000 and an accounting 
of profits. 

Denying that he “ever knew that 
Flamm had any actual opportunity 
for the sale of the station at any 
comparable price prior to his sale 
to me,” Mr. Noble avers that “in 
respect the contract was 
favorable for Flamm. On the basis 


|of 1940 earnings of $28,000, as he | 
| reported then to the FCC, a price of | 
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one | half, when one-quarter of the Blue’s 
Edward J. Noble,| which could be justified from my lineup of 36 


sponsored programs 
were newcomers to the network, 


| that by proper management I could | according to Mr. Evans’ report. 


largely increase these earnings.’ 
The court reserved decision. 


BLUE SALES BRIGHT 
FOR 2ND HALF OF ‘43 


New York, Aug. 18.—Sales on the |" 


Blue Network are expected to show 
a sharp increase during the second 
half of 1943, in view of ten addi- 
tional programs contracted for July, 
August and September, and the six 
regular programs due back on the 
netwosrk in the fall after a summer 


layoff, according to Edward F. 
Evans, research manager of the 
Blue. 


The outlook for the second six 
months of the year promises an even 


| $850,000, more than 30 times earn-| more favorable record than the first 


| 


bs "No Burton Browne clie : 
| has a competito# wit. 
: BT es advertising’ oe 
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ROCKFORD, ILLINOIS 


LARGEST PERCENTAGE ae 4 OF BANK DEBITS IN ILLINOIS | : 
_ ROCKFORD MORNING STAR... ROCKFORD REGISTER REPUBLIC” 


Ruth Hanna Simms, Publisher 
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Chirurg Opens Branch | 


James Thomas Chirurg Company, 
Boston, has opened a service branch 
at 342 Madison Ave., New York, to| 
speed handling of service for clients 
in the New York area. 


for circulation analysis that shows how 
The TOOL & DIE JOURNAL covers the 
Cycle of Buying Influence in 13,000 in- 
dustrial plants. Address: 2462 Fair- 
mount Bivd., Cleveland, Ohio. 


THE MAGAZINE 
THAT GETS RESULTS 


August Magazines 


Score Linage 
Gain of 46.6% 


New York, Aug. 18.—All groups 
of national magazines scored 
marked increases .n linage for the 
month of August over the same 
month of the preceding year, ac- 
cording to an ADVERTISING AGE 
compilation based on figures sup- 
plied by Publishers’ Information 
Bureau. 

The general group registered a 
gain of 52.2%, followed by in- 
creases of 29.4% for the women’s 
group; 108% of the standard group; 
55.1% for the outdoor group; and 
46.4% for the juvenile group. July 
weeklies showed a linage gain of 
55.7% over July, 1942. 

Aggregate linage carried by all 


| groups was 2,591,649 lines compared 


with 1,767,695 lines for 1942 August 
monthlies and July weeklies, a net 
gain of 823,954 lines or 46.6%. 


Named Agency Partner 


Albert Lippman, formerly adver- 
tising manager of Laufer Furniture 
Company, Buffalo, has joined 
Greenfield Advertising Agency, 
New York, as a partner. The com- 
pany will henceforth be known as 
Greenfield - Lippman Advertising, 
and will specialize in retail adver- 
tising and merchandising. 
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Sell Groceries 
in Houston Through — 
MORNING Paper 


— Say 5 of the 7 Super Mart Chains 
| Each Using 75,000 to 600,000 lines yearly! 
) 


Ss 


AUGUST ADVERTISING LINAGE IN NATIONAL MAGAZINES 


-——1943—_, 


-——1943——  -——-184 
Pages Lines Pages Lines Pages Lines Pages ~ 
GENERAL Radio Mirror (Mac)........ 34.4 14,758 24.4 - 
*Ace Fiction Group....... oe 1,722 9.4 2,101}; Romantic Story (F). 29.9 12,834 19.7 67 
Actual Detective ... ' 5.2 3,532 4.0 2,722) *Screen Guide ..... 12.1 8,259 14.2 69 
American Magazine .. 57.4 24,630 29.1 12,485 | Secreenland Unit ...... : 20.3 8,702 20.8 126 
*American Forests ... ; 7.9 3,318 §.1 2,142|Screen Romances (MM). 33.0 14,162 26.8 $87 
American Home . eae 23.2 14,673 19.3 AA, DOS | PRR GONE, 6c its ncccses 12.1 8,259 10.5 187 
American Legion .......... 19.9 8,529 4.9 2,118} True Confessions (F)..... 30.9 13,250 24.2 17 
Asia and the Americas.... 9 388 1.9 855|True Experiences (Mac). 33.6 14,417 27.4 734 
Better Homes & Gardens. 35.5 22,406 17.4 11,018| True Love & Romances 
Christian Herald ......... 13.1 5,624 15.6 6,680 CUED ors tastes meds cs 32.9 14,103 25.9 148 
Columbia : or , 1.4 982 2.2 1,508) True Romances (Mac) 32.6 13,969 28.7 324 
TN Re eee eee 56.8 24,362 40.7 ee hi MR  , ee re 40.0 17,162 31.8 62 
*Dell Detective Group..... 11.0 4,707 8.3 a are 158.3 100,019 88.0 55,62 
*Dun’s Review .......... ; 8.7 3,751 7.5 9.0361 Woman's DAY <2... .02.2860% 26.3 11,267 20.9 98) 
Elks ole a0“ £8 oes aie 10.4 4,450 2.2 957 | Woman’s Home Companion. 46.2 31,447 30.0 49) 
Esquire (National) ........ 39.9 26,798 21.1 14,167 ——- ——— —- ——_—__- ate 
|” a ree 8.5 5,828 6.7 4,576 Total Group .. 1,506.9 763,453.1,157.6 589 999 
Fawcett Men’s Group. “F 9.6 4,108 7.5 3,200 STANDARD . 
DE Dantins Sorte ho a6 0'% 4 - 152.0 96,064 109.2 69,043 |*American Mercury 10.1 1,840 6.7 218 
*Guide Detective Unit +i 5.2 3,533 4.0 2,694!) Atlantic Monthly 37.6 15,802 23.9 69] 
tHouse Beautiful cee a¥ es 22.0 13,925 aie : Harpers Magazine ... om 33.9 8,087 22.7 404 
meOuse & GOFGOM... 2. ccces> 20.5 12,926 10.4 6,588 | —$——. —____—__- -———___ - - 
Macfadden Detective Group 10.1 4,337 3.9 1,678 Total Group . 81.6 25,729 53.3 12:312 
Mechanix Illustrated ...... 30.8 6,909 19.5 4,357 OUTDOOR 
Moose a Ferre 6.9 2,955 9.2 3,959| American Rifleman 27.1 11,611 23.0 1867 
*Motor Boating ...... arti 56.4 24,192 35.6 15,255| Field & Stream.... 7 30.0 12,873 16.7 1,178 
National Geographic . 34.2 8,148 13.5 3,219| Fur-Fish-Game ........ 9.6 4,115 10.2 39: 
Nation’s Business .... 65.9 27,666 44.2 18,943 |}**+Hunting & Fishing.. 9.0 3,852 
ree, Ae ’ — 6.0 2,588 6.1 2,592; Outdoor Life ...... , 28.1 12,068 12.9 65 
Popular Mechanics ....... 60.3 13,500 51.4 11,516|Sports Afield .. 19.7 8,433 10.9 665 
*Popular Publications, Inc. 10.0 2,248 12.8 2,870 ———— —_-——_ —_—- - atin 
Popular Science ........ 62.0 13,886 42.9 9,627 Total Group 114.5 49,100 73.7 1,665 
SECC Sree 35.9 15,398 30.9 13,239 JUVENILE 
. ll  eee ey 4.4 1,905 5.0 2,148|*American Girl . P ; 3.2 1,351 3.5 1,515 
Scientific American ee 11.1 4,752 9.7 4,158 | Boys’ Life ..... tmaee 10.9 7,423 8.4 5,728 
EE a as wi kee eo 10.8 4,641 10.3 4,424) *Calling All Girls......... 5.9 2,252 3 127 
*Street & Smith Fiction Caen ES cass sce Pea 2.7 1,172 2.6 1,133 
Group Tere re 8.1 1,820 11.5 Reel Open Read fer Boys....... es “seeee 
~ _... SPCOCECCeTer eT 24.7 10,380 16.0 FBe7 Parue Comics «...0..55 2.2 805 1.0 381 
*Thrilling Group ......... 16.4 3,674 16.5 3,693 — —_— 
Town & Country........... 55.6 37,376 20.9 14,087 Total Group ..... 24.9 13,003 15.8 8.884 
WEE cuegean co's ade dew . 129 2.0 1,277 WEEKLIES—JULY 
Woodmen of the World.... 3.7 1,564 1.8 749|*American Weekly .... 32.1 61,063 20.4 38,878 
TE ob cove wh daene awds 56.4 35,645 30.3 19,160 |5Business Week .... 351.1 150,613 186.4 79,963 
— —- — — — —- - *Christian Advocate 10.0 4,212 14.8 6,231 
Te COON iA ek ie 8s 1,064.7 496,044 720.5 325,879 |°Colliers cidea eae 168.5 114,547 134.6 91,552 
WOMEN’S Aaa » ew 59.9 25,683 50.5 21,661 
*Charm ... nce ‘Fas 29.7 12,727 11.3 4,862|)°Family Circle .. ; 722 30,469 75.0 32,176 
0 ee ere 66.3 28,444 36.1 15,508 | Forbes ‘ 32.8 14,084 18.4 7,882 
Good Housekeeping ... 71.8 30,800 58.9 25,307|Grit . b1.8 9,403 8.9 10,879 
Harper's Bazaar .....«... - 121.0 81,331 75.4 50,669 | "Liberty 60.5 25,963 36.4 15,609 
Holland's ... see , 11.8 8,898 8.5 6,416 | Life 226.9 154,262 166.2 113,006 
'+Hollywood (F) ‘ ae ae 25.8 10,822|Look .. 76.2 51,797 31.5 21,42 
a A Pee ye ee 13.2 8,990 9.1 6,187 | Newsweek ,a ‘ 222.5 93,437 120.6 51,722 
Ladies’ Home Journal...... 63.7 43,331 45.1 30,657|*New York Times. 28.2 28,224 18.4 18,449 
Mademoiselle ............. 203.3 87,206 195.2 83,736 |5"New Yorker .......... 168.5 72,272 97.9 42,017 
EEO ceavaaetnnendesess 47.0 31,944 35.8 Bg aes ir ; 7.9 5,355 3.4 2,295 
Modern Romances (MM).. 30.4 13,058 23.5 10,096 |°Saturday Evening Post 244.9 166,569 149.8 101,829 
Modern Screen (MM)...... 34.8 14,926 29.1 12,499 | This Week ere 39.4 33,503 26.2 22,302 
Motion Picture (F) ....... 31.8 13,656 26.1 SE PI a oo ot ave bak a 272.2 114,329 191.4 82,114 
"Movie Life ...css:: . : 22.9 9,828 14.6 6,249 | *United States News . 210.8 88,535 90.8 38,974 
**Movie Radio Guide........ 11.1 7,544 15.1 10,296 ls — 
*Movie Stars Parade...... 22.6 9,688 13.6 5,820 Total Group . . 2,295.3 1,244,320 1,441.6 798,962 
i Me Z| 2 errs 32.4 138,898 26.7 11,194 | -—-——~ 
eo a Oe eee 22.7 9,757 13.7 5,877 *Figures received from publisher 
Parents’ (N. Y. Metro. Ed). 48.0 20,583 39.3 16,842 +Figures not included in total. 
+Parents’ (National) 45.2 19,385 36.4 15,605 iCombined with Motion Picture. 
*Personal Romances ...... 17.3 7,425 10.5 4,484 21943 a monthly; 1942 a weekly. 
Photoplay—Movie Mirror ‘August-September figures. 
(Mac) .. 24k Seas 36.0 15,433 32.9 14,152 41942 issue was combined with July 
ee Se 26.5 11,378 7.4 7,446 5Five issues, 1943; four issues, 1942 
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HOUSTON POST 


gives remarkably percentage 
of Family Circulation 


- HOUSTON is a market where 
: the morning paper goes into 
. the home .. . family read. 


The Houston Post has 94.6% 


of its circulation delivered to 
aa the door or mailed. That’s why 
a it is the leading advertising 
# medium for 5 of the 7 Super- 
| Mart Grocery Chains using big 
linage. 

The Post is the only Hous- 
ton newspaper carrying both 
Associated and United Press 
services. It is exclusive with a 
complete market page. It car- 
ries 25 of the most popular 
comics in the country, and is 
strong in sports. 


Houston retailers in the 
eight classifications, where the 
family should be sold as a 
ty group, capitalize on The Post's 
: family appeal by placing it 
first. These classifications are 
Amusements, Electrical Appli- 
ances, Furniture, Liquor, Mu- 
sical Instruments, Profession- 
al Service, Radio, and Real 
Estate. 


/ In Houston, the MORNING 
paper is the home paper — 
tradition notwithstanding. 


HOUSTON AREA 
POPULATION 


NOW OVER 
1,000,000 


—fastest growing general 
market in the world 


The population of Hous- 

ton proper is now 502,304 

according to the No. 2 

War Ration Book issue— 
s 


plus 520,474 in the trad- 
ing area (ABC figures). 


o 
This is a 76% growth 
since 1940 — exceeded 
only by the National 
Capital. 

o 


A young market, Houston 
is heir to the brand new 
industrial developments 
inspired by War Research, 
and has untold wealth in 
partially developed nat- 
ural resources to make the 
most of peace-time oppor- 
tunities. Move into this 
Market of the Future now. 


THE HOUSTON POST 
= First in the Texas Morning Field 
| In City and Suburban Circulation 


WPB Schedules 
Petrillo Hearing 
for Next Month 


Washington, D. C., Aug. 19.—A 
three-man War Labor Board panel 
is scheduled to open hearings in 
New York Sept. 6 to determine 
whether or not the AFM ban on re- 
cordings is or is not a strike under 
jurisdiction of the WLB. The panel 
was appointed last month on plea of 
seven transcription manufacturers, 
when the full WLB agreed to ac- 
cept limited jurisdiction in the case 
to ascertain whether WLB had 
power to order the musicians back 
to work. 

Despite the Sept. 6 date for the 
hearings, there was a feeling that 
the panel might postpone its study. 
Hearings have been put off once al- 
ready and since Sept. 6 is Labor 
Day, further postponement is pos- 
sible. No early decision on the case 
is expected. 


Adds Personnel and 
Two New Accounts 


Agricultural Advertising and Re- 
search, Ithaca, N. Y., has been ap- 
pointed agency for the New York 
State Emergency Food Commission 
to handle its nutritional campaign 
in upstate New York. The same 
agency has been named by Harder 
Refrigeration Corporation, Cobles- 
kill, N. Y., to handle a campaign 
currently appearing in seven north- 
east farm papers and three business 
publications. 

William C. Black, formerly ad- 
vertising director, Pennsylvania 
Farm Bureau Cooperative Associa- 
tion, has joined the agency as an 
account executive. Jack H. Vin- 
cent, formerly with Econometrics 
Institute, New York, has joined the 
agency as staff economist. 


Roche Joins WOXR 

Thomas J. Roche, for a number 
of years a member of the advertis- 
ing department of the New York 
Times, has joined the sales staff of 
Station WQXR, New York. Since 


1941 Mr. Roche has been advertis- 
ing manager of The Inter-Amer- 
ican. 


Named Research Head 


Mrs. Mabel Potter Hanford, for- 
merly business paper media direc- 
tor of Batten, Barton, Durstine & 
Osborn, New York, and more re- 
cently circulation manager of Mod- 
ern Industry, has been appointed 
research director of that publica- 
tion. 


Allen Names Agency 


Advertising of Allen Corporation, 
Detroit, ventilation engineering and 
manufacturing organization, has 
been placed with Ralph L. Wolfe & 
Associates, Detroit. An augmented 
program of business paper and 
direct mail advertising, as well as 
sales training, has been launched. 


Subscription Rates Up 


Des Moines Register and Tribune 
subscription rates have been raised 
from $7 to $8 a year within the 
state and from $8 to $10 outside 


Iowa. 


Frates Represents NARD 


George H. Frates, who for three 
years has served as chairman of the 
executive committee of the Na- 
tional Association of Retail Drug- 
gists, will assume new duties as 
Washington representative of the 
association about Sept. 1. He suc- 
ceeds Rowland Jones Jr. 


General Sponsors Show 


General Tire and Rubber Com- 
pany has launched a Sunday after- 
noon radio show, “Thanks Amer- 
ica,” on the Yankee Network and 
WJW, Akron. It is heard at 5:30 
p. m. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


‘9 S. Dearborn St; Chicago Wab. 9655 


ABLE ADVERTISING AND SALES 


PROMOTION 


EXECUTIVE 


AVAILABLE 


asset to some organization. 


produce successful advertising—to 


tion in his co-workers. 


to give you their names.) 


name, phone number, or address. 


For fifteen years I have known this man whose well-seasoned 
background of experience in business, organization and particularly 
in advertising, sales promotion and research, will make him a real 


Blessed with a wealth of ideas, he knows how to create and 


provide salesmen with the kind 


of material they will want to use—to instill enthusiasm and coopera- 


He knows advertising production, art, space (publication and 
bill boards), radio and direct mail, and is accustomed to public 
speaking. He has sold goods and managed a territory. 

Married, just past draft age, he owns his home in a Chicago 
suburb. His references are the best—the heads of the businesses 
for each of whom he has done outstanding work. (I would be glad 


It would be a privilege to arrange a meeting, or to give you his 


G. D. Crain, Jr., Publisher 
Advertising Age 
100 East Ohio St. 
Chicago 
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, orchestra returning to the program. American Home Products Corpo- | 6:30 p.m., EWT, over the NBC net- : 
Lever to Sponsor | Young & Rubicam is the agency. ration will add ten stations to its| work. J. Walter Thompson handles Names Abbott Kimball 


Lines ‘n’ And Other General Foods programs|two full CBS network daytime|the account. ‘ a - New bee = on 
152 'are being reshuffled as a result of|serials, “The Romance of Helen acturer of hair preparations, has 
67 Amos Y the Kate Smith program being| Trent,” and “Our Gal Sunday,” ef-| Commer Shifts Programs appointed Abbott Kimball Company, 
: Starting October ‘lengthened. “Adventures of the/|fective Sept. 20. Previously heard| Cummer_ Products Corporation |New York, to direct its advertising. 
a | Thin Man” (Benton & Bowles) will|on 117 stations, both programs will | will shift “Battle of the Sexes” from | Fashion, screen and women’s maga- 


167 New York, Aug. 18.—Freeman|be moved to a Sunday night spot,|be aired over the full network of |NBC to the Blue Network Sept. 8, zines will be used. 
‘osden and Charles Correll, better | from 10:30 to 11 p.m., EWT, while | 127 stations. Blackett-Sample-Hum- | replacing its current program on the | 


~ 


34 nown as Amos ’n’ Andy to millions | still another spot must be found for | mert is the agency. Blue, “Manhattan at Midnight.” The | 

» radio listeners, will be back on |the William Shirer program (Young former will be heard Wednesdays 
148 ‘he air this fall under sponsorship |& Rubicam) currently heard Sun- Burns & Allen Return from 8:30 to 9 p.m., EWT, on 74 sta- | Need Help? 
a »( Lever Brothers on the NBC net- | days from 10:30 to 10:45 p.m., EWT.| Burns and Allen will return to the | tions in behalf . yoy Young | - - » PLANNING, LAYING- 
69 work. CBS network Aug. 31, when they |& Rubicam handles the account. OUT or WRITING that 
Heard in behalf of Rinso, the Reynolds Adds Stations 


sales booklet , direct mail 
piece , catalog or advertising 
campaign ? If you want re- 
lief from production - tension 
let me tell you how an ex- 


7 te will be heard Tuesdays from 9 to —_____ 

\‘-hour program will make its| R. J. Reynolds Tobacco Company | 9:30 p.m., EWT, under sponsorship 

debut Oct. 8 in a slightly altered | will add eight stations to its three|of Lever Brothers for Swan soap. Valencourt Goes East 

Bie format from that which the comedy | programs heard on the CBS net-| Young & Rubicam is the agency. H. A. Valencourt has been ap- 
ir have sent over the air waves| work: “Blondie,” “Thanks to the pointed by the Nash - Kelvinator 


= 


| 


aes ever since 1929, when they were| Yanks,” and a variety show not yet Gildersleeve’ Returns Corporation as zone manager of the pertenced hand con help. 
£04 heard on the NBC network, and|selected, one of which will star| “The Great Gildersleeve,’ spon-| Kelvinator division for the Pitts- 
. continued uninterrupted for 12% | either Moore-Durante or Abbott &|sored by Kraft Cheese Company,|burgh territory. For the past three 
313 years up until last Feb. 19, when/|Costello. William Esty & Co. is the | will return to the air after a sum-| years he has been assistant zone} 
they made their last broadcast on | agency. mer vacation Sunday, Aug. 29, at|manager in Chicago. 


867 the CBS network after five years’ 
sponsorship by Campbell Soup Com- 
pany (AA, Jan. 18). At that time 
Bee Amos ’n’ Andy refused to switch | 

1,665 their quarter-hour daily sponsor- | 
———. ship to a weekly half-hour setup. | i 
31,665 The new program will be heard | 
—- every Friday night from 10 to 10:30 , 
‘O15 p.m., EWT, and will feature differ- 
197 ent guest stars each week, while a 
1.132 musical background will be used | 
during the interlude of introducing 


te 
e 


381 the guest stars. Ruthrauff & Ryan 
—— is the agency. 
8,584 Another innovation that will 


break an Amos ’n’ Andy precedent 
9 962 of 14 years’ standing will be the 
6.231 airing of the program before a 
91,552 studio audience. Except on special 
21,661 occasions when they played charity 
32,176 or patriotic shows, the pair were 
never seen by the public in their 
character roles. 


21,42 GENERAL FOODS ADDS 
‘1722 Jf TO KATE SMITH PROGRAM 


42.017 New York, Aug. 18.—Effective 
2,295 Oct. 1, General Foods will return 
101,829 the Kate Smith program to a “full 
hour,” when it will be heard at the 
old time, Fridays from 8 to 8:55 p.m., 
‘ EWT, over the CBS network, with 
798.962 rebroadcast at 12 midnight. As in 
the past, the show will feature well- 
known stars of stage and screen, 
with two regular members of the 
Kate Smith cast, comedian Henny 
Younman and Jack Miller and his 


It takes all kinds of radio shows to make a network. 
Comedy, variety, music, drama, news... Have they 


anything in common? 


At KNX they have. Because here all shows, net- 
work or local, have the same exacting, unflagging 
CBS standards to meet. KNX is where Columbia’s 
Hollywood-produced shows come from. KNX is 
CBS in Hollywood. 


There’s the new Jack Carson show, produced by 
Foote, Cone & Belding for Campbell’s Soups. KNX 
personnel, equipment, sound effects and _ priceless 
know-how help speed it smoothly coast-to-coast, to 


make it one of the top comedy shows on the air. 


Then there’s the KNX 11 p.m. news. This twenty- 
minute comprehensive news roundup has become 
virtually the town crier for Southern California. Its 
participating sponsors, on a local, low-cost, late- 
evening basis, get exactly the same kind of news 
writing, editing, delivery, engineering and thinking 
that has given CBS what TIME called “the most 
efficient and adult news service in radio”—because 
the KNX news bureau is an integral part of Colum- 


bia’s world-wide news facilities. 


When you use the KNX 1] p.m. news to reach 
Southern California, you get the same KNX-tra 
touch of audience acceptance and sales impact that 
has kept one sponsor on it continuously for 148 


weeks, another for 78 weeks. That's results. 


Some time is available. Ask us, or Radio Sales. 


a hs 


COLUMBIA OWN 


Columbia's 
Station for 
all Southern 
California 


LOS ANGELES 


50,000 WATTS 
333 COUNTIES . 


SOHN J.CILLIN, JR..PRES. 
JOHN BLAIR & CO. REPRESENTATIVE — 


ml : 
i: i Sot a 5 Bs ee ee or Te ae OTE MEE Be ee odes " Be a te Seg Sy eee a oe a Cee Pee ee ee Le eee ; 
ye '¢ + : pe $e Sas @ nee Ss oi gs ae ie vey >: % ¢ . # , a * £ se * * ? 
gee ae TO Eee. eggs © kgs 6 6 a hg BR OS ge . ae ia ey BS ee? OR 
sis eel ge Coar or eee 1 eae oe a a ee eee ee ‘ hh ag 
Pe -. ie A ’ > gg és %y ie . \ be - , P ; pe " ‘ ie He % fa . yo - 
a he Ye ‘ : ¥ 
| 4 Rt ng t ~ 
oa 7 , oe ; z gee DS ME i Sig I i PS ee a Wigs, Po A et aR RE A pag Ne PR Sg OE See a ee 
hr vate x - - -“ « a Le Ce ee : ae, 3 es - 
| be . & ’ oo ae sy m4 
ee as | 3 eS = 4 ari ye” UM _- 4 , a 
rrr 3 sie. . does the 11 NEWS 
e, ? 
&@g . . a d fe 6662 SO GA0CS e P- m. 
1 | } é eae ais + se 2 iss - Re he ; 2 : : : 
| 5 i ee ee ee es 
| i Jao ce ee a ae cm 
v a =} " i tee 7 7 a i : i . 
‘ 7 re # r — i 7 P #3 M a ss 
<< ae aa : a. 7 sia 
i a : : , a4 em m 
omnes i: won Sens , : ee: a Ey wf ee 
iis a a | «- ity ? ' ee 
o “ay — 
r three YEARS é. soe Po i a eee, 
n of the OF © uksig 4b ie ed ar ys a ete 
| Drug- / oo a grote Se ae : 
ities as emer ot cee a i oe salt Pee. Wee ee figs ie es 
He suc- 3 Ba. ath desta : ck. , * a a Re ES ET: ae 
» S mied i 4; uma as phe aes Nae) a a 
Ow - 7 oo ae a i - -_ mes 
r Com- a a tie mY i 
y after- an es oe aj oie geet ees ie, a 
Amer- Wer Be gp ee eo gle $ ee i ee 
ork and cS ce —_—  — ee de | ee. 
at 5:30 é é : bes pile _ ee a oe = 
7 % . ee. 3 “foo ee ae a ee fo. 2 ea SR 
\. pe . enh bre a ; a ae 
——__—_—— 3 : _— ic é Boe Seg, a ie a4 ~ <= 7 au 
Ice Ve me ea ee ee ee : 
ing-in : . ; ee A 
hi 6h eee ¥ cy 4 ; - "i ARE? Po 
in & : p rs: a 
» Inc a woe fe 5 i, —— ‘ zy) 
’ . “Bee. F _ Ca ? ga. west fee 
Wab. 8655 ee te " oF aan S See 
— — 7 : : oy oh/ ; : ' *, pa Ne Ten amen 
7 casic a\ aoe. 
= B ve i : SD cnnsiniliiidl 
; : a ‘df fe a m" ’ 
a ide 5 ae ci ce ea 
a ; Fe ih 4 = ee 7 : : +. : ; zi ‘ea 
. 3 $e | : ¢ sa ' we, 2. Aa 4 a ; 4 3 = % "ie > 
ned — \ | a re a se — Dil on eg IE Pe Oe 
real ’ — ~ y 
; \ a kl ED. 
and , iis aa ; 
era- WATTS kon ; a p ; 4 : a 
= . : vi a ie : y SM a , 
and , 5000 ae eS eae a a om | 
P oe Es pe a. 
sblic \ | os ae | rN a4 ‘N : 
. a ” ' : 4 + 4 > , 4 
Py “a : a e Mans ee %- ie hein Sires ox % - Se 
“ago . .. See Le oe i: 
_— > ae - f ae r. 4 ~ 
; R aa | 
glad = gee ; - a nt c C 2 
his ’ , . é 7 j , i 
: PARALIA. a Via oe (oie 
. 
| & ,, ‘ 
; | : 
\< | ee} om Hf 
ana ene eee ; 3 4 ¥ . t a 4 5 . hl e 7" Zh. od ~ aN aa: _ ; . 
| : ‘® “? ee 1. 3 4 ees Represented by Radio Sales, SPOT Broadcasting Division of CBS 
, ay i. 
s 3 f ‘ ’ ; ag rae vias 
2 eae Sy 4 “a aE OR scaler a ne | He o ; Oe iS ap) 


34 


Combs Has New Duties Genera] Aircraft The agreement does not 
George ~Wnilton Combs, news 


director of WH 


involve Post and Worl 
any other models of the Skyfarer PARTY LINE i 
2 = = ther planes which Gene ir- 
» New York, has yt 
assumed added duties as Manager Will Still Build 


termined effort to swing en) 
tevin _ pd | DONT LET THE COMMMere MUNIST | Ae an to the George (, 
é eloped or will dey Or ex 
ation’s special events de- Sk f in the future. DO COM S 
partment, Ylarer Model In the 


d-Telegram in ; 


ose leadership, 


Headlined “Don’t Let the 
Second agreement, General HANG THE ALP ON munists Hang the ALP on 7 
ae Aircraft has granted to Grand | oe Party Line,” copy emphasizes 
ee New York, Aug. 18.—Aiming to Rapids Industries a non-exclusive THEIR PARTY LINE! tations from recent issues of 
; dispel an erroneous impression | licence for the use of its patents, ° ation, New Republic, New 
If it’s othe? 2 have meg wide including the two-contro] patent, To the Enrolled Voters of the Post and PM Another ins¢ 

i oO ell Je preset; whereby ea Rapids organi- peer ~soynd <Aten panty that ane left wing my de 

|i. J. “y s zatio ay develop an anufac- » Siena . at “the Communis s, i 

General Aircraft Corporation, As- ture ‘“_ Sirglosae’ os its pom de- | | 7 About Today's Primary Election! Se of a ‘left wing’, have set in 

A TEST toria, L. I, this week declared that | sion or others and may incorporate emt a conspiracy to capture the A] 
his company has not been sold to! in them the patents obtained under Se this primary, The Communist. 
JOU want Grand Rapids Industries and wil this licensing contract, he explained, | = an official front 
= Continue to build its patented Sky- “General Aircraft plans, after the | 
farer two-control airplanes when i 
TAKE the war ends and 


| War, to embark heavily on the | 

manufactune’ of big company’s caiufacture pond . Marketing of 

; : sMall planes for riv 

NEW HAVEN troop-carrying Sliders is ‘discon. the meantime By ar 

ae company ha entered poe Ad td —~ ] 

as same - e at recent 

. . two agreements with Grand Rapids spanned the At har ith a car 2 

The Register is rated* the industries,” Mr. Maynard saia ' ; ica’ 
7th test market in the U. S. 


“In 
/one we agreed to sell the Grand 
—2nd in New England. With i é 


he advertisements were , 
accepted by the New York Tim 
age of newsprin: » 


merit Teegarden Advanced 
first airborne glider troops into by RCA Victor 
Rapids group a number ar 14 | Sicily,” asserted Mr. Maynard. sah 
@ minimum cost you reach | G1-80 Model Skyfarers and all our 
urban and suburban Popula. '"Ventory of Perdally 


% materia] having 
ion, 


Elected to Scott Board 


At a recent meeting of the board 


to do With the 
model and the 


= . W. Teegarden, Who came 
we Lar Comite Spar te han Lr Py RCA in 193 
Production has 


0 from the lamp diy; 


AEAROEE HAH Fee 


of General Electric Company. ha 
been named assistant 8eneral sa) 
of directors of the Scott Paper Com- manager of the RCA Victor Di 
|) ¥een established.” pany, three executives of the com vision of Radio Corporation “i 
Ccording to this agreement, his pany were elected to the board America. 
Ladiemet. also gave to Grand Rapids They are Os Ee Ober, ri 
Industries the right to manufacture i 


In his 


research and development. Mr. 
Plowman wa 
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labor committee to 
ican Labor Party used this 
@dvertisement. 


tat 
Kodak in Canada 
‘ Rey etles of advertisement, 
- - ak, 
ALP Right Wing f photogtaphie” 


Ing wartime Uses 
of photographic materials, 


Wil] 
Shortly be launched In Canadian 
Takes Space for i" 


agazines through Baker Advertis. 
“ . | ing Agency, Toronto. 
Primary Election SSS 
New York, Aug. 17.—Vigorously A DIRECT I 
————S battling the left wing faction headed MAIL 
Y Rep. Vito Marcantonio 


and ADVERTISING SERVICE 

Eugene P. Connolly the lj 
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American Labor Party on primare John a McElwain & Co. 
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DETROIT RIDES THE CREST 


F : p eatest prosperity. 
ced is sharpest depresion. Today it enjoys ita dnpeondian hind coded 
; er ; of moun 
EN YEARS AGO ps: "Gey bills were unpaid. dues a there load numbered 70,000 cases. 
In 1933, banks were c — 7 200,000 workers. An increasing we bring $120 could be bought at but 
factory employment to less than t ith in Detroit. City Bonds that oy icipal employees received City 
For a brief interval, people lost , ad 1933. City bills went unpaid. aes ded debt of $377,661,252 
little more than one-fourth uae al May 31, 1933, exceeded $21,000,000. 
, ing. Total City tarily by 
or nothing. b ity—halted momen 
7 panied total obligations up to cae, aie growing payrolls and war Se a are eal with prior years. 
i : i acetime . alize until compariso : orker 
Ten years of increasing pe it to levels hard to re Detroit. Factory w 
: ‘ef recession of 1938—brought rien Gini As Detroit industry goes, vs er" average Detroit workmen 
7 —_ is the rise in factory aa Weekly pay envelope 
Most significant is the ive about $5,000 this year. +» did in 1933. 
c: / Families, on the — pan ae ot and services today as it pa * more than double their highest 
; will purchase nearly twice as ae their highest level. Bank deposits are the past eighteen months. 
Department store sales have som by more than $100,000,000 over 
: its have 
5 Savings deposits 
——— in been greater. , ade. 
War 0 : od ye outstanding changes in Detroit over past dec 
Table pictures 
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po 1943* 5 pay 
399,322,184 F020 tease 
39.00 7 
29,800,000,000 
4 Spee - Tiwassesse —Tapsoionoane S15 
Der Bo “iewraer “anise tae 
oe ~—* 334,636,984 . 585,000 Tipe% 
vings its — = H 6 
ee S900 stonooo00 758% 
ac i y 1 
Earnings 210,239, 000,000 
Weekly Factory Ml (County) 608 9,500,000, 197% 
1 496, ,000 7 
Wise Daamty Siegen Seonay> 758.717,000 3.600000 670% 
aiue : 
t 3,945,765 Dg 
Department Store Sa ted 343,585 "aaeneee [oe 
Value er rag Peewee aaeaaes ee + 88% 
a Trafic Vo po aee . 100 + 37% 
. weet 
Real Weekly Earings (933i) 200,00 on 
ea 


& 2. y 4, . 
* Totals for 1943 estimated on basis of first half gain over correspondin, period of 194 Other data as of Jul 1, 1943 
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Note to Advertisers 


News 


The potentiality of the Detroit market has brought an 

increasing demand for advertising at the same time 
63.8% of Detroit's Homes Taking Any Newspaper Regulerly Take The News that newsprint Supplies have been shri: i 
Weekdays, 392,148 Sundays, 479,474 


D.~5000 WATTS~N.B.¢ 
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ao country right after the war, ‘prices’| proached its postwar advertising| manufacturers of lighting equip- 
ed - stand fourth in the list. _.|problem by _ reparing complete | ment, wholesalers, contractors, pub- 
te Postwar Planning “In relation to what they did| initial campaigns ready to be turned | lic utilities, architects and others to 
* — World Pca II, me of | over to artist, engraver, and printer | meet and discuss constructive de- 
wn i . ' . these automotive manufacturers} as soon as the shooting stops. This| velopments and plans in the field 
“a How — . = ree =e plan greater activity in markets | will not only enable the advertiser| of postwar lighting, the industrial 
=< or a Freacetime vor outside the United States. Thus it| to get his message before his public| and commercial lighting equipment 
The # Edited by RALPH O. McGRAW would appear oat ters will be at the outian possible moment, but} section of the National Electrical 
rk . , a , stronger competition for overseas| also avoid many headaches in get-| Manufacturers Association is plan- 
- yeonnessee Valley Associates cupuive Getetvuters in each mar- business and a high order of coop-|ting production out of crowded|ning a postwar lighting pbb Bn 
res neady Line for Postwar 8 ek aE eration and far-sighted business|shops of his suppliers. The pro-| exhibition and congress to be held 
Lise preference to electrical, hard- ; - statesmanship will _be required to| grams are being reviewed periodi- this fall. 
ion _-e and other appliance distribu-| 4 fraction more than 85% of| prevent this competition from being | cally to see that they meet antici- 
LP my members of the Automotive Adver-| destructive.” pated conditions as the trend of 
- tors on all products now sold by the | ticers Council have set up definite . indi 
eed Tennessee Valley Associates, Nash-| ,) : ae se 8 events may indicate. ‘\ 
“~ Tennessee ' y ae plans as to their postwar activity, rage yen ~ we AL 
md vile, has just been announced 4s/| according to a survey just com-| A manufacturer who has tripled ; ‘ eo - = 
a irst postwar policy of operation. | pleted. The association is composed | his business due to the war is pre- Seeing what it has been possible 
1e purpose of this plan is to of advertising and sales executives| paring to have a market survey to do in lowering production costs 
not hold together the distributor-selling of companies which manufacture | made among his customers to deter- om war orders through incentive 
Times organization which, in the past, has/ component parts or accessories for| mine their attitude toward the com- | Systems and standards of practice, | LARGEST AUDIENCE 
nt.” sold such “top line” items as Econo-| automobiles and trucks and service| pany. The results are expected to|™@ny manufacturers are making . “ . 
master heaters, Ventilaire fans and | equipment. show whether the customers think | Plans now to employ the services of in the Business Field 
room coolers, Stakool fans and This activity, the report says,| well enough of the company to con-| >USiness engineers to place their (400,000, all net paid) 
Moist-Aire air conditioners, and an| indicates a real awareness of the| tinue doing business with it after civilian goods on an equally effi- ‘ a 
extensive line of new appliance|need to be ready for a strenuous| the war when they may be in a/| cient production basis. An official = 
items, now under intensive study | sales battle after the war. “The| position to get their requirements|°f ome company of management Choose the 4 SSS 
me to and development for the postwar | expectation of keen competition is| from a number of sources. engineers has said they seldom find ATO. 
Vision period. indicated further,” the report con- see production on better than a 50%| toader... / 
y, has During the present war period, | tinues, “by the fact that in a list efficiency basis. 
4 “ Tennessee Valley Associates has of major economic problems which One large producer of metal F eos? 1 ¥ 
4 . built a large volume of business on the members expect to face our| products for fabricators has ap- To provide an opportunity for 
wood products—each carefully de- 
Tee- signed for marketability and use. 
"vision It is on the ever-increasing orders 
g and of these items that appliance dis- 
ucts tributors are to be given preference, 
though every effort is being made 
to insure that all distributors and 
dealers will have adequate supplies. 
»mMents The wood products include toys 
e uses such as Rock-A-Tot, a rocker with 
will horse design; Flying Tiger, a three- - 
nadian wheeled runabout with airplane de- 
vertis- sign; Invader machine gun, with a ter INC as 
swivel mount; Swing-A-Way, a 
—— self-propelling swing; and Baby’s 
Hi Chair. 
Other wood items are Cinderella 
ICE Step-Stools, Moto-Home utility 
: cabinets and wardrobes, Doormas- On a -_ ue 
ter storage compartments, Liberty 
4 Co. door mats, American Valet overnite 
clothes and utility rack, and Cart- 
HICAGO A-Way, a compact two-wheel cart 


for grocery shopping. 

A new table-top home dehydra- 
tor, approved by the WPB and the 
Department of Agriculture, is also 
being produced and marketed by 
Tennessee Valley Associates. This 
dehydrator will be sold through 


Leads the Leaders! 


On JULY 18, 1943, Walter Winchell’s program started 
on a new and extended line-up of Blue Network stations. 
For the first time, it was an @//-B/ve network. and for the 
first time it was the full BLUE network. The Hooper Re- 
port covering the week of July 15 to July 21. 


BEST RADIO BUY 
IN BALTIMORE! 


places Walter Winchell at the top 


of all programs on the air— 


This proves two points which we on The Blue 
have always made: 


PEOPLE TUNE TO PROGRAMS...which means that given 


a good show, the people will seek it out. 


THE BLUE DELIVERS RATINGS... The Blue’s program 
policies in the past year and a half have created for the Net- 
work an increasing listening habit. Given a popular program, 
the Blue delivers ratings that mean listeners and sales. 


The entire incident is another proof that THERE IS A 
CHANGE IN THE BROADCASTING PICTURE... 
with the BLUE’s role assuming increased importance — 
day by day. 


She Dlue Network 


A RADIO CORPORATION OF AMERICA SERVICE 


AND THE — 
LUE NETWORK 
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Names Duane Lyon 
Advance Packaging Corporation, 
New York, manufacturer of a new 
synthetic cohesive cement, has ap- | 
pointed S. Duane Lyon, Inc., New | 
York, to handle its advertising. 
Business papers will be used 


| 
wi Ao a Morale. 
NA\SINg JOD noth. 

ang CdSe CON. Write 


“toda 


‘780-Mile-an-Hour 
Flyer Identified 


as Former Adman 


Chicago, Aug. 18.— There have 


et any number of speedy admen, 
|but at present there 
| question the right of Lt. Col. Cass 
|S. Hough to the title of World’s 
|Speediest (Ad) Man. 


is none to 


Early this month advices from 
| England revealed that Col. Hough, 
technical director of the Eighth 
Fighter Command, had been award- 
ed the distinguished flying cross by 
Brig. Gen. Frank Hunter for “in- 
dependent flight research,” includ- 
ing two record dives, one in Sep- 
tember of last year, when he took 
a P-38 Lightning up to 43,000 feet 
and nosed it into a five-mile dive, 
and another. in February of this 
year, when he went up to 39,000 
feet in a P-47 Thunderbolt and 
dived to 18,000. In the course of 
one of these dives, he attained a 
speed of 780 miles an hour—faster 
than sound. 

Col. Hough was vice-president 
and general sales manager of Daisy 
Mfg. Company, Plymouth, Mich., 
world’s largest manufacturer of air 
rifles, before entering the service, 
and an advertiser of some impor- 
tance in the comic books—where 
Daisy advertising is being main- 
tained to keep the product’s name 
before the public, and to pre-sell 


the younger generation on the name. 


Veteran Flyer 


Norval B. Langworthy, vice- 
president of L. W. Ramsey Com- 
pany, Chicago, which handles the 
Daisy account, is a long-time per- 


AUGUST ADVERTISING LINAGE IN FARM PAPERS 


Commercial Display 
Including Poultry and 


Livestock 


—1943-——, -——1942— 


Pages Lines Pages 
a 
ef 


merican Fruit Grower 8.6 3,932 7.0 
} ime rican Poultry 
Journal: 

Eastern Edition 21.0 9,018 13.8 

Central Edition. 15.4 6,601 8.7 

Western Edition 13.7 5,875 78 

tIn all 3 Editions.. 12.7 5,455 A 
*Better Fruit ..... 8.5 3,579 9.6 
Breeders Gazette... 14.1 6,361 15.1 
California Citrograph 14.9 10,012 13.8 
Cappers Farmer.. 24.4 16,582 17.3 
Country Gentleman.. 45.1 30,655 23.7 
*Electricity on the 

UU 44 0008 oes « 4.7 1,666 4. 
Farm and Ranch.. 20.5 15,482 13.6 
Farm Journal & 

Farmer's Wife ... 36.8 15,778 18.6 
*Hoosier Farmer.. 19.0 8,538 12.7 
*iKentucky Farmers 

Home Journal . 7.5 5,910 13.1 
*Michigan Farm News 1.4 2,758 1.4 
*National Livestock 

a ee , 5.8 4,220 4.2 
Nation's Agriculture... 5.2 2,341 §.2 
*New Jersey Farm «& 

COR exc cgeewsses 22.6 10,156 14.3 
*Ohio Farm Bureau 

Pee 10.7 4,810 11.2 
Poultry Tribune: 

Eastern Edition 25.6 10,991 16.2 

Central Edition. 21.9 9,390 13.1 

Western Edition. 19.5 8,373 11.4 

Pacific Edition... 22.9 9,810 12.3 

tIn all 4 Editions.... 18.1 7,751 11.2 
Progressive Farmer: 

Carolina-Va. Edition. 26.8 95 16.2 

Georgia-Ala. Edition. 26.8 62 15.8 

Ky.-Tenn. Edition.. 27.1 55 616.4 

Miss.-La.-Ark. Ed.. 24.9 95 14.7 

Texas Edition..... 26.9 9.553 15.5 

tIn all 5 Editions.. 23.4 17,003 12.3 

tAverage 5 Editions 26.5 19,285 15.5 
Southern Agriculturist 17.0 11,907 7.6 
Southern Planter..... 16.7 11,694 12.1 
Successful Farming. 43.1 19,414 21.7 

Total Group . 999.1 342,280 387.9 

Monthlies—July 
Arkansas Farmer : te 5,490 7.8 
Farmer Stockman 12.1 9,124 9.9 
*Idaho Granger.. 6.1 6,670 6.9 
Wyoming Stockman 

Farmer : 4.6 4,111 5.3 

Total Group . 10.1 », 395 9.9 

Semi- Monthiles—July 
Dakota Farmer. . 21.4 16,517 15.8 
Farmer, The ... , 21.6 16,917 16.4 
Hoard’s Dairyman.... 24.6 17,897 15.7 
Indiana Farmers Guide 10.9 8,505 9.7 


Commercial Display 
Display Including Poultry and Dis; 
Advertising Livestock Advert 
1943 1942 7—— 1943 , oa 1942———, 1943 ‘ 
Lines Lines Lines Pages Lines Pages Lines Lines 
| Kansas Farmer 12.1 9,179 14.5 10,977 8,366 
3,171 3,932 3,171 | Michigan Farmer. 14.7 11,316 12.6 9,710 10,303 
Missouri Farmer.. 8.3 6,537 6.9 5,408 6,537 { 
Missouri Ruralist. 16.4 12,487 9.0 6,813 9,904 
5,922 7,379 4.651 | Montana Farmer.. 17.9 13,491 18.1 13,673 12.546 
3,735 5,498 2,99 Nebraska Farmer...... 21.5 16,219 15.3 11,150 15,287 
3,337 5.161 2,787 | *tAverage of Editions.. 2.7 2,051 16.7 12.176 2,051 
3,281 4,979 2,731 | Ohio Farmer ...... 17.1 13,134 10.5 8,081 12,128 
4,051 3.579 4.051 | *Oregon Grange 
6,799 5,228 3,238 MBIISIN 26 cccssee co Re 9,968 14.0 15,372 9,968 
9,288 2 9,288 | Pennsylvania Farmer 18.0 13,792 11.0 8,416 12,486 
11,737 53 11,700) Utah Farmer ...... 9.7 7,292 9.5 7,209 7,079 
16,110 30,292 15,973 | Wallaces’ Farmer.. 23.6 18,535 10.5 8,241 16,32 
Western Farm Life.... 17.3 13,570 19.3 15,087 8,504 
1,695 1,666 1,695 | Wisconsin Agriculturist 18.8 14,719 9.4 7,331 14,434 
10,275 14,684 9,994 —eaesen Ee | Gee I: Smee 
Total Group ...... 283.1 220,075 218.2 171,440 200,619 | 
986 15,409 7,908 Bi-Weeklies—Jul) 
723 8,538 »,723 | American Agriculturist. 18.9 13,754 17.2 12,502 11,881 
Arizona Farmer.... 18.9 14,359 21.3 16,074 14,359 
10,305 >, 036 9,408 | California Cultivator 23.1 17,453 17.0° 12,814 17,03 
2,842 2,758 2,842 | Dairymen’s League 
ar ee 5.6 4,048 4.9 3.577 3,775 
066 4,220 3,066) Tdaho Farmer ..... 21.4 16,187 16.4 12,374 16,117 
2,340 341 340 | New England Home- 
re 17.7 12,372 12.7 8,859 10,648 
6,450 9,144 402 | Oregon Farmer...... 22.1 16,685 15.1 11,402 16,615 
Pacific Rural Press: 
»,029 4,810 029 Northern Edition. 25.8 19,531 22.6 17,093 19,109 
Southern Edition. 24.5 18,519 20.9 15,762 18,097 
6,954 9,274 5,643 *Both Editions... 22.5 17,025 19.7 14,872 16,603 
5,611 8,221 4,776 | Prairie Farmer: 
4,881 7,582 4,225 Ill. & Ind. Editions 16.7 12,186 9.4 6,870 12,046 
», 277 8,602 4,295 | Rural New Yorker. 14.8 11,573 10.2 7,984 9,218 
4,783 7,212 4,183 | Washington Farmer 24.4 18,466 16.0 12,071 18,396 
11,774 19,374 11,707 Total Group . 233.9 175,133 184.7 7 137,382 167,293 1 
612 9.36 96 
+ytt yee oa Weeklies—July 
er rd re _— %Capper’s Weekly....... 3.8 8,503 1.8 3,961 6,918 
10,688 17,946 10,595 ‘Weekly Kansas City 
11,259 19,191 11,066 bea AO . tery ra a ae a“ . . 
81972 16.882 $935 Star Missouri Edition 3.9 9.670 3.5 8,640 8,788 
11,286 19,099 11,185 Total Group . 7.7 18,173 56.3 13,601 15,706 
5.314 11,705 5,271) yates —July 
6,454 32,608 8,310 *Chicago Daily Drovers 
9,785 19,156 9,595 Journal 2.6606. ‘Ka 45.4 96.618 28.5 60,562 33,509 
+ Prag ona aq | *ansas City Daily 
222,568 327,380 209,299 Drovers Telegram.... 48.0 102.047 33.9 72,141 41,007 
*Omaha Daily Journal- 
5,900 5,462 5,886 Stockman ; . 47.4 100,862 32.9 70,088 40,891 
7,546 8,501 400) *St. Louis Daily Live 
7,448 6,670 7,448 Stock Reporter 41, 88,368 27.5 68,525 29,354 
4,718 3,900 4,522 Total Group 182.3 387,895 122.8 261,316 144,761 120.08 
25,612 24,5 25,256 *Figures received from publisher 
'Figures not included in total 
12,182 16,489 12,182 ‘July-August 1942 figure. 
12,827 16,480 12,716 21943 zone; 1942 four edition average 
11,403 16,069 9,821 ®*Five issues 1943; four issues 1942 
7,560 714 7,248 ‘Four issues 1943; five issues 1942. 


Shortest DISTANCE BETWEEN TWO POINTS 


the lovesick swain the longest way 


‘round may be the shortest way home. 
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TYPOGRAPHY 
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on 


PRINTING 


. FAITHORN is the only 
concern in Chicago offering 


‘his COMPLETE SERVICE 


But to the advertiser who gets places 
ahead of competition, the longest way 
‘round is nothing but a pain in the neck 
...Which is one reason for the popularity 
of Faithorn non-stop, non-detour service 
—the shortest distance between the birth 
of a good idea and the completion of a 
perfect job... If lost time and motion in 
the production of advertising have no 
place in your scheme of things; if skilled 
handling of every detail, accelerated 
and reduced in cost by complete con- 
centration under one roof, appeals to 
you, you'll like Faithorn service... Just 
travel one job over this smooth, direct 
route and judge advantages by results. 

Faithorn service and prices must also 
be reasonable; or we wouldn't be hand- 
ling so many important accounts. 


Always the Finest at Faithorn 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 

You can use one or all —just as you wish, 


but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


TIME. . He who gains Time, gains everything’ 


—or inversely, lost time is total loss. The road that detours here and detours 
there may finally bring you to your destination, but at what cost! 

Why be so lavish of time when it is the one thing about which you should be 
most solicitous? Why have your printing continually detoured—one place for 
engravings, another for typesetting, and still somewhere else for presswork? 

When you put selling vehicles on the straight, smooth, fast production 
route—Faithorn 3-in-l—you avoid all detours and wayside stops. Your jobs 
steam merrily along; arrive on time—clean, handsome, fit. 

Faithorn Ad-Setting, Engraving and Printing Departments operate DAY 
AND NIGHT. These added hours at your disposal should prove valuable to 
you — tremendously so on jobs which cannot be delayed even one hour 
without risking a heavy loss in dollars for your concern. Try us! 


FAITHORN CORPORATION 


AD-SETTING * ENGRAVING * PRINTING ¢ 504 SHERMAN ST., CHICAGO ¢ WAB. 7820 


sonal friend of Col. Hough, 
well acquainted with the colonel’s 
interest in aviation. The two at- 
tended Culver Military Academy 
together. 

“During the past several years 
preceding his entry into service,” 
says Mr. Langworthy, “I was a pas- 
senger with him often in his Waco 
plane which had a normal cruising 
speed of 205 miles per hour—some 
contrast between that and 780 mph! 
At that, the 205 mph was consider- 
ably faster than the airlines’ cruis- 
ing speeds. 

“Col. Hough never once stunted 
when I was a passenger and others 
who have flown with him attest to 
this same fact. He was, of course, 
an expert pilot who knew plenty of 
stunts, having flown for the past 15 
years more than 100,000 miles a 
year on business trips, being one of 
the first men to use a plane regu- 
larly for such purposes. He was 
one of the finest navigators flying 
before the war, in addition to being 
a wonderful pilot. 

“Knowing him as I do, I feel sure 
the only reason he dove those two 
planes was that there was a scien- 
tific job to be done and he did it for 
that reason only, not for the glory 
or the possible death. As you 
know, had anything gone wrong 
during the dive, it would have been 
impossible for him to have escaped 
from the plane.” 

All of the stories about Col. 
Hough’s exploit mentioned the fact 
that he carried a good luck wooden 
“skunk” with him, a token which 


on his flights for 15 years. 
Langworthy carries about with him 
a lucky charm of his own—a “dog 
tag”’ stamped with the incorrect ad- 
dress, which Col. Hough gave him 
before he left. 


and | 
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Farm Papers 


Score Linage 
Gain of 40.7% 


New York, Aug. 18.— July-Au- 
gust issues of farm papers in all 
groups but one again recorded sub- 
stantial linage gains over the com- 
parable period in 1942, according to 
a tabulation by ADVERTISING AGE 
based on figures furnished by Pub- 
lishers’ Information Bureau. 

The only group to show a de- 
crease in linage was July monthlies, 
and this was but a negligible 0.8%. 
August monthlies scored a gain of 
53.8%, followed by 28.4% for July 
semi-monthlies; 27.5% for July bi- 
weeklies; 44.2% for July weeklies; 
and 48.4% for July dailies. 

Total linage carried for all groups 
was 1,168,951 lines, compared with 
830,919 lines for the comparable 
1942 period, a gain of 338,032 lines 
or 40.7%. 


Mr. Langworthy says he has carried | 
Mr. | 
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Bouncing Ball 
Copy Explains 
Synthetic Rubber 


New York, Aug. 18.—An editorial 
iyvertisement which aroused un- 
val interest was placed in 18 
wspapers by United States Rub- 
r Company, driving home to the 
ublic the fact that “synthetic 
bber is not just one new kind of 
‘bber; it is a whole family of new 
aterials each with its own impor- 
tant uses.” 


When war conditions prevented Burgess 
Battery Co., Chicago, from selling its 
Vibro-Tool to amateur craftsmen, the 
company placed it on sale with machin- 
ery and instrument jobbers, using this 
paint-process counter display promotion. 


Symphony Orchestra from 3 to 4:30 
p. m., EWT. President Herbert 
Smith of U. S. Rubber explained 
the characteristics of the six rubber 
balls, bounced them, and the sounds 
were heard over the network. He 
then emphasized, as did the news- 
paper copy, the six different kinds 
of rubber. 

W. E. Blodgett, supervisor of the 
U. S. Rubber accounts at Campbell- 
Ewald, New York, said this is not 
a new campaign, but a change of 
theme. A list of magazines will be 
added to the newspaper list for the 
bouncing ball copy. 

“This was straight editorial ad- 
vertising,” he said. “The public 
doesn’t realize that rubber is like 
iron ore, that you can produce a 
railroad rail from it, or a fine watch 


1a des 


Grant Opens New | 
Buenos Aires Office 


A new Buenos Aires office for) 
Grant Advertising, Inc., was opened | 
in the Argentinan city Aug. 9, with | 
David H. Echols, president of Grant 
Advertising, S. A., making his head- | 
quarters in that city. Tom Fan-| 
ning, formerly with J. Walter 
Thompson Company in Buenos) 
Aires, will be executive vice-presi- | 
dent. 

Other executives include Agnes 
Reachi, formerly of Grant’s Chicago 
and Mexico City offices, who will) 
be treasurer; Tony Seben, copy 
chief; Alphonso Martin, radio direc- 
tor; and Umberto Cacuti, art di- 
rector. 
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LeClare Named V. P. 


J. J. LeClare has been appointed 
vice-president in charge of sales of 
the Diamond Crystal Salt Division 
of General Foods Corporation. Prior 
to assuming his new responsibili- 
ties, which include supervision of 
all Diamond Crystal sales and ad- 
vertising promotion, Mr. LeClare 
had been general sales manager of 
Diamond Crystal since 1938. He 
joined the company 32 years ago. 


| oem 


A )) ee TALK DIRECTLY 


An —— po green the Duane Wanamaker, Chicago, is the We wanted to  oaat ain tenet. Brown Shifts Personnel WITH 400,000 
ap oy Bounce!”, eet a te edge of rubber, since U. S. Rubber} Brown Instrument Division of 


x solid balls of rubber caught in 
the act of buncing by a high-speed 
camera shooting at the speed of 


. in bounce. One of the balls 

s made of a compound contain- 
ing natural rubber, the other five 
each containing one of the five 
major types of synthetic rubber. 
The copy explained the experiment 
and then pointed out that each type 
of rubber has a different war use. 

The advertisement was unusual 
in that it explained graphically in 
pictures and in laymen’s text a 
complex chemical story. Credit for 
the speedy development of syn- 
thetic rubber in this country was 
given to the rubber industry as a 
whole, to the chemical and petro- 
leum industries, and to the govern- 
ment, working as a team. No exag- 
gerated claims were made for the 
postwar use of synthetic rubber. 


Better Service Promised 


“What the future holds for syn- 
thetic rubber is still not fully 
known,” the copy said. “But this 
much is certain. When this war is 
won, with the knowledge we are 
gaining through the use of all these 
synthetic rubbers every day, and 
using them with natural rubber, 
your peacetime products, whether 
tires for your car, waterproof foot- 
wear for your children or gasoline 


PRIMARY COVERAGE OF 
ANAREA AS BIG AS SIX 
STATES COMBINED 


The four radio stations in South 
Texas’ Radio Package give you pri- 
mary coverage of 45 counties; an 
area bigger than New Jersey, New 
Hampshire, Massachusetts, Rhode 
\sland, Connecticut and Vermont 
combined; with a population equal 
to an empire, with great wartime 
purchasing power waiting for you. 
Salesmanagers . . . think it over! 


for your service station, will give 
you better service than the best we 


ber Company’s radio program over 
the Columbia network, Aug. 8, fea- 
turing the New York Philharmonic 


is the largest manufacturer of rub- 
ber chemicals in the country, and 
sells them to other rubber compa- 


biggest stock pile of rubber is still 
the rubber on our cars and trucks. 
. . Conserve your tires!” it stated. 


Minneapolis - Honeywell 
Company has 
Knoblach, 


Regulator 
appointed H. 
assistant general sales 


general sales manager, and R. A. 
Weikel to acting manager of the 


R. | 


BUSINESS EXECUTIVES 


Pittsburgh office. 


THE LATEST available figures for the 14 Southern 
States show an enrollment of more than a million 
and a half in State College Agriculwral Courses, 
in Vocational Agriculture and Home Economics De- 
partments of Rural High Schools, and in 4-H Clubs. 


vice to the steady advance toward this goal is 
theSouth’s leading magazine— The Progressive 
Farmer—the medium through which nearly a 
million farm homes keep “in neighborly touch”’ 
with every progressive development, every for- 


ward -looking idea. The scientist 


and educa- 


Yet, this enormous enrollment is only part 
of the great story of agricultural education in 
the South. For the parents of these students 
are also actively engaged in learning better 


tor blaze the trail toward a better life ...The 
Progressive Farmer widens it into a highway. 


SOUTH TEXAS' 
2ADIO PACKAGE 


e methods of farming and home making .. . from r-% 7 
9,395 teachers of Vocational Agriculture and The South. Subscri to 
MORE Write, Phone or Home Economics, from 4,214 Farm and Home ,) 
RIMARY ye Collect Agents and Extension Specialists, and from , Ree j . \ Y 
)VERAGE | — 1,105 staff members of 100 Agricultural Exper- =P ' / 
9 THIS mation, iment Stations. All over the South, young The P aq 
4 MARKET Ree” Southerners and their parents are studying \ r og ressive- , rm er 
AN ANY Seen — agriculture. The common goal is a richer life. . % 
nGary ° P ° ° 

OTHER Coverage And, contributing an integral and basic ser- 
TATION and 

OR Merchandising 
GROUP ms Offices: BIRMINGHAM, RALEIGH. MEMPHIS, DALLAS, NEW YORK, CHICAG 


Pacific Coast Representative Edword S Townsend Co, San Francisco 


4OWARD W. DAVIS 


\TIONAL BANK OF COMMERCE BLDG 
SAN ANTONIO, TEXAS 
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Weisbeck in New Post 

Gordon J. Weisbeck, formerly 
manager of industrial relations at 
Lake Ontario Ordnance Works, has 
been appointed advertising manager 
of Bunis Semple Shop, Buffalo. 


Viewed as Major 
Factor in Postwar 


World by H. A. Batten 


New York, Aug. 18.—When the 
war ends, advertising will have a 
great new responsibility as a major 
tool of communication for the con- 
structive exchange of ideas and in- 
formation among all the peoples of 
the world, asserts H. A. Batten, 
president of N. W. Ayer & Son, in 
an article entitled “The New Re- 
sponsibilities of Advertising,” 
scheduled to appear this fall in 
“Journalism in Wartime,’ a sym- 
posium prepared by the American 
Council on Public Affairs in cooper- 
ation with the school of journalism 
of the University of Missouri. 

By using and expanding the con- 
trolled power of advertising on a 
world-wide scale, contends Mr. Bat- 
ten, the peoples of this earth can 
communicate directly and clearly 
with one another, and any differ- 
ences among them can be settled 
amicably on the basis of a fair hear- 
ing of the arguments and proposals 
on either side. 


VER MICHIGA 
ut OUT 


THE 
BATTLE CREEK 


Two federal housin 
projects have prove 
necessary to take care 
of Battle Creek's in- 
flux of war workers. 
Civilian Population— 
67,776. Write for new 
market map. 


Advertising Seen As 


International Medium 


The word “propaganda” has ac- 
quired a sinister ring for the very 
reason that it is used almost exclu- 
sively in connection with war, says 
Mr. Batten, but the art of propa- 
ganda as a military weapon differs 
in no essential aspect from the more 
peaceful arts of advertising, which 
have grown and flourished in this 
country for almost 75 years. 

Advertising Most Effective 


There are reasons why in the fu- 
ture it will be of the utmost impor- 
tance for the peoples of the world to 
communicate with one another 
freely, he points out. And there are 
also reasons why advertising can 
function more precisely and effec- 
tively than any other means of com- 
munication, toward that end. 

“To the man or woman who is ac- 
customed to think of advertising as 
a form of selling—i.e., exclusively 
as a means of promoting the sales of 
a brand of coffee, or a dentifrice, or 
an automobile—this statement may 
come as something of a shock. Yet 
this concept of advertising (the 
traditional one) embraces only a 
fraction of its true scope. Advertis- 
ing is a basic tool of management 
for mass communication. Its true 


Just as you've become accustomed to following a 
certain shaving routine every morning, so too, the 
people of Southern New England have developed the 
habit of listening regularly to WTIC- because, con- 
sistently for more than 18 years, WTIC has offered 
them what they wanted to hear. For the advertiser 
desiring to reach this rich and populous market, such 
a habit is of vital importance. It is his assurance of a 
constant and attentive audience for his sales message. 


Member of NBC and New England Regional 
| Represented by WEED & COMPANY, New York, Boston, 


Which side of your face do you shave first? You've probably never thought about 


it, but whichever it is, you've been doing it for years in exactly the same way. 


In addition, these people who always listen to WTIC 
have an effective buying income far in excess of the 
national average. Thus, having heard your message, 
they have the ability to do something about it. 


Get into the habit of using WTIC when you wish to 
sell Southern New England. It's a habit that will pay 
handsome dividends. 


IN SOUTHERN NEW ENGLAND 
PEOPLE ARE IN THE Habit OF LISTENING TO WTIC 


DIRECT ROUTE TO AMERICA’S 


|function is not so much selling as 
telling. True, until recently, adver- 
tising has been used by business 
management principally to tell large 
numbers of people the virtues and 
conveniences of certain commercial 
products. It has been so used be- 
cause experience has proved this to 
be the most effective and economical 
way of creating those mass markets 
without which there can be no mass 
production—or mass prices—within 
reach of the common man. 

“But today the true nature of 
advertising is beginning to emerge. 
Business management is using ad- 
vertising to tell large numbers of 
people not to buy its products; why 
they cannot buy its products; what 
to do in the absence of those prod- 
ucts; what it is doing to help win 
the war. This is not selling, but is 
certainly telling. Moreover, there 
are forms of management other than 
business management. Government 
is management, and the government 
is using advertising with good effect 
in recruiting certain much-needed 
types of army personnel.” 


Job is Imperative 


Posing the question of how mil- 
lions of people scattered all over the 
face of the globe can obtain suffi- 
cient information to enable them to 
formulate a passably sound and in- 
telligent opinion concerning their 
own affairs, Mr. Batten contends 
that such an undertaking is possible, 
even imperative, but it would be a 
tremendous job to communicate di- 
rectly with two thousand million 
people, or even with the millions 
comprising a nation or economic 
group. It would be far more diffi- 
|cult, he explains, to communicate 
with them in such a way that the 
pros and cons of a given matter 
would be equitably presented. 

“The mechanics of any such pro- 
cedure would necessarily exist, as I 
have said, on a tremendous scale,” 
he declared. “Nothing approaching 
the scope of this essay in public 
communications has ever been at- 
tempted, even in the United States. 
For it would consist in the respon- 
sible use of all known media—news- 
papers, radio, magazines, billboards, 
moving pictures, television—for the 
purpose of conveying a message and 
stating a case, not to the people of 
one nation, but at one time or an- 
other to the people of the world. 


How It Would Work 


“More specifically, this means 
that if the United States, for ex- 
ample, were to find itself at cross 
purposes with France on some im- 
portant issue which might lead to 
serious complications, the govern- 
ment of the United States would 
seek to inform both the American 
public and the French public of our 
point of view and the facts and cir- 
cumstances behind it; while the 
French government simultaneously 
would explain the French position 
to the people of France and the 
United States. 

“Now, it is not the function of a 
newspaper or magazine to fill its 
editorial columns with special plead- 
ing. The editorial columns of a 
newspaper are meant for news, and 
the editorial columns of a maga- 
zine are designed for matter which 
is basically either entertaining or 
educational in nature. Both media 
operate under a tacit agreement 
with their readers not to expose 
them (the readers) to special plead- 
ing masquerading as something else. 
The best and most influential news- 
papers and magazines adhere 
strictly to this agreement. 

“But almost all newspapers and 
magazines maintain columns. other 
than editorial columns, in which 
special pleading is both proper and 
welcome. These columns are the 
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advertising columns, and, with 
important exception of radio br 
casting, they offer the only pra, 
able means by which a controve 
issue can be brought fully 

clearly before large masses of 

ple. 

“It is our aim, let us remen 
to lay the case squarely before 
people of both countries. In th¢« 
pothetical case of a dispute bet: 
France and the United State 
might be possible to get a ce 
amount of news coverage in 
country for the American case, 
what of France? What is ney 
America is not necessarily ; 
abroad. What power on earth, 
than the power of the profit mx 
could induce the owner of a Fr 
newspaper to devote a large po 
of his total space to the detaile. 
porting of a statement by some 
ernment official in America, « 
cially if the statement ran cou! 
to current French sentiment? 


Provides Complete Contro! 


“And there is another considera- 
tion. Even if the statement were »e- 
ported, it would be subject to a cer- 
tain amount of necessary journal- 
istic processing, in both countries. 
It might be cut or rewritten or sum- 
marized. It would be provided with 
a headline and subheadings. In this 
process it is conceivable—as any 
newspaper man will admit—that un- 
intentional changes may be made in 
its general mood and meaning. 
Newspaper men as a group are 
hard-working, honorable and con- 
scientious; but they work under ex- 
acting limitations of time and space. 

“The net of it is that no matter 
how carefully or skillfully you pre- 
pare a statement for the press, you 
have no control over the form in 
which it will finally appear. As a 
matter of fact, you have no assur- 
ance that it will appear at all. 

“With advertising, the exact re- 
verse is true. The space to be de- 
voted to an advertisement is agreed 
upon in advance by its sponsor and 
the management of the publication, 
and once determined, no outside in- 


AGUIDING a/c 


Back of the thinking of every school child 
is the influence of the school teacher. 


The growing child's enlarged concept of 
economics, business, personal relations, 
hygiene, appearance and sportsmanship is 
shaped in great measure by the hands of 
teachers. 


American teachers are intellectual, capable 
and understanding, but they need more 
information on many subjects. For instence. 
your story. Do teachers know it? You can 
tell it to 700,000 subscribers of these 
authoritative teachers’ papers. 


Georgia C. Rawson, Manager 


STATE TEACHERS MAGAZINES, ‘1c. 


307 N. Michigan Avenue, Chicago |, 


An association of 42 state teachers mage 1! 


N 


CALIFORNIA 


COMING SOON 


Watch these pages for an announce- 
ment about the .. . 


BEELINE 


There'll be news, important 
to every buyer of radio time. 


HE McCLATCHY GROUP 
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quence or circumstance can affect 
+ Similarly, the message which oc- 
cupies that space is guaranteed to 
ypear precisely as prepared by the 
‘onsor. Nobody has the right or 
ithority to change so much as a 
-omma of it. So long as it remains 
within the bounds of ordinary re- 
-nectability and good taste, nothing 
n ever modify it or interfere with 
publication. 


Complete Independence of Thought 


‘The difference between advertis- 
ng and all other forms of mass com- 
nication (other than government- 

ned radio) is the difference be- 
veen asking a small boy to deliver 
» note to the grocer as a favor, and 
.sking a small boy to deliver a note 
to the grocer for a quarter. In one 
case the note may or may not arrive. 
In the other, it is pretty certain to 
get there. In this world, you seldom 
get something for nothing. 

“The full extent of the independ- 
ence of thought and expression en- 
joyed by an advertisement is mea- 
sured by the fact that the sponsor 
of the advertisement ordinarily for- 
mulates his message, has it set in 
type, and sends it to the publication 
in the form of a solid metal plate. 
The editors and their assistants 
never see this plate; it goes direct to 
the mechanical department. As a 
matter of fact, 99 times out of 100 
the editorial staff does not even 
know in advance what is going to 
appear in the advertising columns. 
The transmission of the message is 
controlled throughout by the person 
or group most immediately affected. 
This control is a basic feature and 
the advantage of advertising as a 
mass-communications technique. 

“As to radio, in England and on | 
the Continent most of the broad- 
casting stations are government- | 
owned, and do not accept programs 
from outside sources. Inasmuch as 
we propose in all cases to insure the 
safe arrival of our messages by pay- | 
ing for them, some special arrange- | 
ment would have to be made for the | 
use of broadcasting stations outside | 
of the United States. Within the | 
United States, the regular broadcast- | 
ing channels would be used, both 
for the statement of our own case 
and that of our friendly opponents, 
at the usual time rates. 
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MORE MONEY 
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than ever in the 
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“Would the phenomenon of gov-| chance, the common man generally | the common man is given the op-; war. And in any case, if this world 
ernment as a large-scale advertiser | proves himself to be a reasoning | portunity to learn something about | is worth saving at all, the task is 
destroy the traditional freedom of|and reasonable creature, far more | the other fellow’s point of view and | Worth doing. ‘Give the people light 


the other fellow’s character and | @d they will find their way.’” 


the press? Would newspapers and 
Magazines abandon their duty to 
criticize and comment, in order to 
curry favor with government offi- 
cials and thus improve their chances 
of receiving governmental advertis- 
ing contracts? I do not think so. 
It would be necessary only to re- 
move these matters from official 
hands and place them in the hands 
of professional advertising counsel. 
In this way the allocation of adver- 
tising appropriations could be ac- 
complished with the same objec- 
tivity and impartiality as that which 
governs the spending of any large 
commercial advertising appropria- 
tion today. 

“A fair hearing is the crux of our 
difficulties as nations. Given half a 


| the professional seers and men on 


|horseback who presume to do his 
| thinking for him. History provides 
|relatively few instances, however, 
of occasions when this chance has 
been forthcoming. The common man 
is born, lives and dies in profound 
ignorance of what is really going 
on, simply because in any given is- 
sue he hears only one side of the 
case. Deprived of facts, he substi- 
tutes emotion. This is not, as a rule, 
the result of a calculated plot. It is 
simply because it has been nobody’s 
business to bring the other side of 
the matter to his attention. 

“T contend that it will be impos- 
sible to generate enough prejudice, 
passion, and hatred to start a war if 


|penetrating in his judgments than | 


problems. So far, the stupendous | 
power of ‘telling’ has been used by | 
the wrong people in international | 
affairs, and in the wrong way. It} 
has been employed to foster racial | 
hatreds and nationalistic superiority 
complexes, to intimidate neighbors, 
to spread false information, and sow 
the seeds of violence and discon- 
tent. We must reverse this process. 
In place of lies we must spread 
truth. Instead of the emotions, we 
must appeal to reason. Where be- 
fore there were outpourings of pride 
and fury, we must substitute friend- 
ship and candor and good will. The 
cost will be great, but it will not be 
one one-thousandth of the cost of 


WANTED TO BUY 


One automatic projector for 
continuous showing of film . 
loop such as used in win- 
dow displays. Box 4260, 
ADVERTISING AGE, 100 E. 
Ohio St., Chicago 11, Il. 


‘L_/THEY COME TO SEATTLE TO WORK %& 


S ... ey ctay to LIVE! 


pe 


We’VE always attracted adventurous men. 
They have come to develop fisheries, tim- 
ber lands, mines, industries and sea trade. 
Seattle has grown, in sixty-three years, 
from a village of 3,500 to a city of nearly 
a half-million. And Seattle is just begin- 
ning to grow! Wages are high. Climate is 
ideal— daytime average 75° in July and 
42° in January. 


Nearly every person can own a home in 
this evergreen land of lakes, streams and 
snow-topped mountains. Is it any wonder 
that “they come to Seattle to work—and 

stay to live”? 


Most people in Seattle read the TIMES 
—it’s the preferred newspaper in 7 out 
of 10 Seattle homes. 


THERE HAVE BEEN FOUR 


GREAT MIGRATIONS TO SEATTLE 


ad 


Census figures say people STAY 


7900 3,500 people lived here in 
1880. Transcontinental Rail- 
way completed, 1886. Seattle 
population, 1900, was 80,830. 

* 


Alaska Gold Rush, 1898. By 
1910, population increased to 
237,000. 


World War 1... Shipbuilding 
and timber production boosted 
Seattle to a city of 315,000 
by 1920. 


Seattle now exceeds 450,000 
...We're building Boeing Fly- 
ing Fortresses, tanks, warships, 
merchant vessels. 1950 census 
will probably show Seattle 
among America's first 15 cities. 


HEAD AND SHOULDERS . ABOVE ALL SEATTLE PAPERS 


Searrite Times 


Seattle, Washington 


Represented by O’Mara & Ormsper, Inc., New York, Chicago, San Francisco, Los Angeles 
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Marschner Promoted 


D. C. Marschner, assistant man- 
ager of the sales promotion adver- 
tising department of Shell Oil Com- 
pany, has been named acting man- 
ager of that department. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* & THE & *& 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


Latest Ford War Ad 
Runs in 203 Papers 


Following its initial appearance 
in the Detroit News Aug. 8, a full- 
page advertisement detailing “The 
Ford way of doing business in war- 
time” was scheduled by Ford Motor 
Company to run in 202 other news- 
papers in 113 cities of 100,000 or 
more population, starting Aug. 15. 

Illustrations show how Ford 
methods save money and materials, 
and get the job done quickly, on 
the mass production lines now de- 
livering “fleets of weapons.” The 
advertisement is the latest in a 
series designed to keep the public 
abreast of the war work accom- 
plished by Ford. Maxon, Inc., De- 
troit, handles the account. 


Miller Joins Agency 

Warren J. Miller, for 16 years 
assistant advertising manager of 
West End Power Company, Pitts- 
burgh, has joined the copy staff of 
Aitkin-Kynett Company, Philadel- 
phia. 


New Testor Cement 


Testor Chemical Company, Rock- 
ford, Ill., has introduced a new 
household cement as a companion 
product to Testor’s Crystal Clear 
cement. Easel-type display cards 
holding 14 tubes of the new prod- 
uct, which sells for ten cents, have 
been distributed to retailers. 


‘Journal’ Gives 
Milwaukeeans 
"Victory Edition’ 


Milwaukee, Aug. 19.—Starting 
last Saturday, the Milwaukee Jour- 
nal introduced its new “Victory edi- 
tion” which is to be issued each 
Saturday instead of the regular edi- 
tion until government restrictions on 
newsprint are eased. 

News and features are presented 
in condensed form and the paper 
itself is only eight pages. The pic- 
ture page is condensed to three col- 
umns on the front page and the fea- 
ture section, the Journal’s famous 
Green Sheet, is eliminated entirely 
although the comics are included in 
the body of the paper so far as pos- 
sible. 

Milwaukeeans were somewhat 
startled Saturday night when they 
found on their doorsteps a neatly 
packeted paper about the size of a 
folded pocket handkerchief, but re- 
action to the diminutive edition is 
reported exceptionally good. 


Weitzer Promoted 


Bernard Weitzer, who joined the 
Bureau of National Affairs, New 
York, in March as assistant to the 
president, after ten years as vice- 
president of Tradeways, Inc., has 
been named vice-president of the 
bureau, in charge of sales and pro- 
motional activities. 
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Getting Personal 


Wells H. Barnett Jr., former sales service mgr. of Station WLS, ©). 
cago is finishing his training in communications at the Army air force 
technical training command school at Yale University. He enli:teq 
in the air forces a year ago and was called to active duty May |. 
1943... 

Frank R. Kent, pres. of Tracy, Kent & Co., New York agency, »ow 
on leave to serve in the Army air forces, has been promoted (rom 
captain to major. . . The Advertisers’ Club of Cincinnati gave a {are. 
well cocktail party at the Gibson Hotel for Carl Ford, president o! the 
club, who has been commissioned a lieutenant (jg) in the Navy, ang 
has reported for duty in Boston... 

Samson Bosin, sales mgr. of Outdoor Displays, Passaic, N. J., is the 
father of a second child, Jane Lisbeth. The Bosins have a son, Seth, 
4% years old. .. Kenyon Brown, gen. mgr. of KOMA, and Mrs. Brown 
welcomed Carolyn, their third child, on Aug. 6. . 

News of the promotion of Kenneth Collins, formerly v.p. of Arthur 
Kudner, Inc., New York, from lieutenant-colonel to colonel has re- 
cently been received by his friends in New York. Col. Collins is with 
the AEF in Europe as procurement officer for the 8th air force. . 

Richard Hubbell, who recently joined the radio dept. of N. W. Ayer 
& Son, is the author of an 8-page illustrated article in August Fortine 


1943 


"BLONDIE' ENTERTAINS 


Bill Moore, formerly West Coast head of Wm. Esty & Co., and now a lieutenant 
(ig) in the Navy, was guest of honor at a recent party in Hollywood, given by 
the cast and production workers of CBS' "Blondie" show. Left to right are: 
Tommy Cook; contact producer Lucien Davis; soundman Billy Gould; Arthur 
“Dagwood" Lake; producer Don Bernard; Lieut. Moore; Penny "Blondie" 
Singleton; Elvia Allman; and Joe Conon engineer. 


titled ‘“‘The Promise of Television.” 

James R. Young, author, adman, traveler, lecturer, merchandiser and 
what else, is the author of RKO’s “Behind the Rising Sun,” which is 
currently being given heavy ad promotion through Foote, Cone & 
Belding, where Jack Pegler works on the acct. .. James B. Daly Jr. and 
Winfield S. Hatch, of Geyer, Cornell & Newell, New York, are doing a 
10-day training stint as members of the 7th Regiment New York 
Guard, at Camp Smith, Peekskill. . . 

Leo Nejelski, member of the policy board of American Home Prod- 
ucts Corp., left for a two-week vacation Friday, Aug. 13. . . Ed Clark, 
former publicity man for Marschalk & Pratt, New York, has at long 
last attained his goal, a job in sunny Los Angeles, where Ed has arrived 
from New York to take up his duties with Batten, Barton, Durstine 
& Osborn... 

William H. Wood, formerly on the ad staff of Montgomery Ward, 
Chicago, has gone right up the line since his induction into the Army 
in October, ’41. Corporal, trans- 
fer to OCS, 2nd lieut., 1st lieut. 
and now a captain at 28 is his 
record. He’s stationed at a pris- 
oner of war camp, serving as 
plans and training officer and 
headquarters detachment com- 
mander... 

Frederic R. Gamble, managing 
director of the Four A’s, has 
secured Victor Schwab of Schwab 
& Beatty, and Herbert Chason of 
Station WHN, to serve with him 
on the public relations commit- 
tee for the $150,000 fund-raising 
campaign of the Camp Fire Girls 
Council of Greater New York... 

Announcement is made of the 
engagement of Barbara M. Wein- 
traub, daughter of Wm. H. Wein- 
traub, head of the agency bear- jbert $. Fromm, advertising manoset 
ing his name, to Lt. Arthur of Union Metal Mfg. Co., became m-yor 
Horwitz, Army air forces, sta- of Canton, O., Aug. 2 to fill the un- 
tioned in the Aleutian Islands... expired term of the late Mayor E: 5. 
John McKay, manager of NBC’s Folk. Associated with Union Metal sce 
press dept., has mailed invita- 1920, he will continue as advert: "9 
tions for the 2nd annual golf ee part-time basis. 
tournament for the press to be a 
held on Wednesday, Aug. 25, at Bonnie Briar Country Club, Lar: >- 
mont, N. Y... 

Phil Kelly, genl. sls. mgr. for Carstairs Bros. Distilling Co., th: 
a cocktail party at the Ad Club of New York for his favorite ad n 
G. Allen Reeder, who graciously autographed copies of his new bo * 
“Letter Writing in Wartime,” for the attending guests, among w! 
were Harry Latz of Harry Latz Service, Geo. McMillan, secy. of © 
ANA, Ben Lichtenberg, head of the Institute of Public Relatic * 
Arthur H. (Red) Motley, publisher of American Magazine, and / 
Henricks of Time... . 

William J. Rooke, pres. of the W. R. C. Smith Publishing Co., ) 
been named chmn. of the Committee for Economic Development |! 
the Atlanta metropolitan area. .. Charles Ferguson, v.p., BBDO, 5°" 
Francisco, has been elected a director of the San Francisco ad cl 
He succeeds Robert Watson, S. F. mgr. of Ruthrauff & Ryan, who ! 
been transferred to the N. Y. office. . 
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Boston Meeting 
on Distribution 
October 18-19 


Boston, Aug. 19.—A follow-up of 
significant discussions on postwar 
,ajustment of business initiated last 
year and featuring several of the 
»ation’s leading executives, will 
keynote the fifteenth annual Boston 
Conference on Distribution to be 
held here Oct. 18-19. 

The Conferencs, sponsored by the 
Retail Trade Board, Boston Cham- 
ber of Commerce, in cooperation 
with Harvard University graduate 
school of business administration, 
Boston University college of busi- 
ness administration and Massa- 
chusetts Institute of Technology, 
has adopted the postwar topic in 
the belief that forward - looking 
business executives are not waiting 
for the war to end before making 
plans, but absorbing all information 
available on the subject. 

Conferees will have an opportu- 
nity to hear top men in their fields 
representing a wide range of inter- 
ests. Among the speakers will be 
Sir Gerald Campbell, British Min- 
ister to the United States; Paul G. 
Hoffman, chairman; Committee for 
Economic Development; Edgar V. 
O’Daniel, ciicirman, U. S. Cham- 
ber’s Committee on Economic Pol- 
icy; Beardsley Ruml, treasurer, 
R. H. Macy & Co.; Wheeler Mc- 
Millen, editor of Farm Journal; 
and R. V. Fletcher, vice-president, 
Association of American Railroads, 

There will also be a panel dis- 
cussion on “What’s Ahead in the 
Postwar Period,” bringing together 
at a round table a group of dis- 
tinguished editors of business 
papers, including the editors of 
American Machinist, Chemical & 
Metallurgical Engineering, Elec- 
trical Merchandising, Electronics, 
Modern Plastics and Wholesaler’s 
Salesman. 


Standard Brands Changes 
V-8 Distribution Setup 

Following its purchase of Loudon 
Packing Company, Terre Haute, 
Ind, (AA Mar. 29), Standard 
Brands has completed arrangements 
for distribution of V-8 vegetable 
juice through its own sales organi- 
zation. V-8 has been distributed 
previously through Kraft Cheese 
Company. 

On the market for the past five 
and a half years, V-8 has grown 
to require the facilities of four 


plants, with yearly sales increases | 


said to average in excess of 200% 
over each previous year. 


Revamp ‘Hospitals’ 

Hospitals, official journal of the 
American Hospital Association, 
Chicago, has adopted a new format, 
issued a rate card to cover space 
changes, and has appointed John G. 
Williams, formerly in the advertis- 
ing department of the Chicago Daily 
News, as advertising manager. 
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~—10% of your market 
—100% of WDZ's audience (practically) 


They RESPOND 


... in writing 
...in spending 


© UICKLY—GENEROUSLY 


when your message comes to them 
on the beam of WDZ's “Directional 
Programming.” Reason? — for 22 
years we've aimed our programming 
EXCLUSIVELY at the great 70% 
masses who work with their hands. 


Result ?—an ideal “test and control" 
medium for your merchandising 
“package” intended for release on a 
mass market basis. Eye-opening ex- 
amples gladly supplied ... write — 


Howard H. Wilson Co., Representatives 
New York, Chicago, Hollywood, Seattle 


WOE 2. 


TUSCOLA, ILLINOIS 


ON THE OTHER FOOT 


a 


“BULLOCK’S 
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Customers now sell themselves to sup- 

pliers, as this recent inspirational Ad for 

Bullock's, Los Angeles, in Women's Wear 
Daily indicates. (AA, Aug. 16) 


Regan to Farm Paper 


Gerald A. Regan, former national 
advertising manager of Newsday, 
has joined the New York sales staff 
of Southern Agriculturist. 


Peace to Release 
$300 Million for 


Store Modernizing 


New York, Aug. 17.—The nation’s 
retail merchants will spend ap- 
proximately from one to three hun- 


|| dred million dollars in moderniza- 


tion of store fronts in the first year 
after the war ends, according to 
estimates collected by R. L. Clause, 
president of Pittsburgh Plate Glass 
Company. 

Several research organizations 
have recently completed studies of 
retailing in the postwar period, Mr. 
Clause said, and some analysts seem 
inclined to look for an increase in 
the number of retail stores after 
the war. Even if the number of 
retail stores goes no higher than the 
present figure of about a million 
and a half, it can be expected that 
two to four hundred thousand of 
these retailers will undertake mod- 
ernization in the first year of peace, 
he declared. 

“If only 200,000 store fronts are 
planned and installed in that first 
year of conversion to normal busi- 
ness, the total expenditure will run 
in the neighborhood of 90 to 100 
million dollars,’ asserted Mr. 
Clause. Scanning the whole field of 
general retail store modernization, 
he pointed out that a recent survey 
by Chain Store Age indicates that 
five hundred million dollars will be 


spent in modernization by chain 
stores in the first year of the post- 
war era. 

In the store front field it has been 
found that nearly 30% of the money 
invested in modern store fronts is 
paid out to local. workmen, carpen- 
ters, glaziers and other mechanics, 
Mr. Clause observed. The store 
front rebuilding program will there- 
fore increase the incomes of local 
workmen throughout the country by 
thirty million dollars, and by con- 
siderably more if the results of 
ee id surveys are to be accepted, he 
said. 


Paper Conservation 
Drive Is Extended 


Eastern paperboard mills have 
begun sponsorship of a waste paper 
conservation drive in 12 Eastern 
cities which have been designated 
as waste paper concentration areas, 
thus extending the campaign which 
has been running elsewhere for 
some time. Olian Advertising 
Company, St. Louis, is in charge. 

Cities getting the new advertising 
are New York, Philadelphia, Balti- 
more, Rochester, Albany, Provi- 
dence, Boston, Richmond, Charlotte, 
Atlanta, Buffalo and Hartford. 


United Increases Service 


United Air Lines used 6-column 
by 18-inch advertisements in San 
Francisco newspapers last week to 
announce inauguration of direct 
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commercial air transport service 
between Washington, D. C., and 
San Francisco, with two daily 
flights. 


How's Your Manpower on 
the Advertising Front? 


Whether manufacturer or agency your 
next steps in advertising or customer 
relations may depend upon world 
events—but certainly will be controlled 
by the adequacy and competence of 
your staff. 


| plan to return to Chicago, and can 
do so within the next 90 days or later. 
| have an unusually fine background of 
experience (both agency and manu- 
facturer) and proven ability to offer 
in a salary range above $8,000. 


This isn't much information about me, 
but if you are interested | shall be glad 
to give you all the facts, references 
that will be readily acceptable, and 
frank consideration of the questions you 
and | would want to discuss. My age 
is 39. 


Since | employ a number of people |! 
know how difficult it can be to find the 
right person to fit a plan. | hope, there- 
fore that this advertisement can be as 
useful to someone else as to me. Other- 
wise, it will fail in its purpose, for | am 
not just looking for another job. 


Box 4264, ADVERTISING AGE, 


100 E. Ohio St., Chicago 


| 
| 


ward for pleasant Sabbath rests. 


without picnic baskets? 


tan roof top? 


Tasinin, driving’s out. So’s the free and easy bus and rail 
transportation that once helped the city’s millions scurry country- 


But what are our parks for, if not for whole-family outings, with or 


What’s the difference between a Southampton or Jersey Coast sun 
tan and the kind you get in a Brooklyn back yard or on a Manhat- 


Fact is, New York-minded folks know they’ve got all the makings of 
pleasant, varied, well-earned Sunday furloughs right here at home. 


Some four million of them—the families of our 1,100,000 Sunday 
buyers—start off their Sunday with our newspaper. 


They find the mental refreshment and change of scene they need in 


Journats 


WEW VO 


NEW YORK 


RKS LARGEST STANDARD S/ZE SUNDAY NEWSPAPER 


REPRESENTED NATIONALLY BY THE ROONEY £E. BOONE ORGANIZATION 


Furlough for 


wv ch 
Peg #,, ae 
eigen = 8 
a : 


news columns packed with the gist of all three wire services, AP, 
UP and INS—in smart social chitchat by Cholly Knickerbocker and 


Louis Sobol—in colorful pages of lively comics, including Donald 
Duck, Popeye, Bringing Up Father and others. 


And if there’s more time these Sundays to linger over the newspaper 
—why, that just means more time to peruse your ads, weigh your 
story, match it up with their own needs and inclinations. 


‘> 


Those needs are on the increase. What betta time than now to 
start telling your tale to four million active-tginded New Yorkers«- 


on Sunday furlough? 


FOOD AND FOOTWEAR FOR FOUR MILLION 


One of our 


inded friends broke a few pencil points the other day figuring a 


new angle on buying power. He found that our four million Sunday Journal-American 
readers have 218,240,000 red ration points and 163,680,000 bive ration points to spend on 
food every month, and that they have 11,000,000 coupons to buy 11,000,000 pairs of shoes. 


But you don't have to be any statistician to figure that 4,000,000 people are going to buy 
a lot of food, footwear and everything else—and that the Sunday Journal-American is an 


advertising natural. 
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Insurance Drive 
on Inflation Sets 
Industry Record 


(Continued from Page 1) 


sage to the American people be- 
cause it is by its nature the most 
effective way that we know of to 
carry an educational campaign of 
this kind to all people of America,” 
Gerard S. Nollen, president, Bank- 
ers Life Company, Des Moines, Ia., 
and chairman of The .Institute of 
Life Insurance, representing the 
Life Insurance Companies of Amer- 
ica, told ADVERTISING AGE in re- 
sponse to a telegraphic inquiry. 


Great Danger Involved 


“There is alwaWs the danger of 
inflationary high' prices in times 
like the present'when people have 
vastly more money to spend than 
there are goods to buy,” Mr. Nollen 
continued. “The danger of inflation 
is imminent when there are signs of 
rising commodity prices and pro- 
duction costs. This danger can 
always be warded off by holding 
the line against rising prices and 
production costs,” he added. 

“The danger of inflationary high 
prices is very“real and very serious. 


would have to pay for the war twice 
—once in increased prices for every- 
thing we buy now, and again in 
later years when we would be 
called upon to pay for the cost of a 
war based on inflationary high 
prices. The evils of such a situa- 
tion needs no explanation. 

“Life insurance companies of 
America feel that one of the best 
ways to get the help of the Ameri- 
can people in hviding the line 
against rocketing prices is to let 
them know the consequences of in- 
flation and how they can help. For 
that reason they have at this time 
launched this advertising campaign 
so they can help the government 
in its determined fight against infla- 
tion and its attendant evils,’ Mr. 
Nollen declared. 


Avoid Using “Inflation” 


Another comment on the cam- 
paign came from M. J. Cleary, 
president, Northwestern Mutual 
Life Insurance Company, Milwau- 
kee, and a member of the Institute’s 
policy committee, who told ApvErR- 
TISING AGE that “those who set up 
this advertising campaign have 
agreed to keep the word ‘inflation’ 
out of the advertisements.” 

Mr. Cleary then explained the 
reasoning that resulted in this deci- 
sion as follows: “The term ‘infla- 
tion’ means a variety of things to 
different people. The question of 
prices, the question of saving antl 
the question of storing up for the 


Such prices would mean that we|individual’s future, are things that 


even the casual reader understands, 
and it is proposed to talk to the 
people from those angles rather 
than to inject the specific subject 
of inflation.” 

John A. Stevenson, president, 
Penn Mutual Life Insurance Com- 
pany, said: “Nobody in this coun- 
try needs government charts to 
realize the increases in living costs 
which have occurred since the start 
of the war. But the difference be- 
tween these price rises and uncon- 
trolled inflation, as one authority 
puts it, ‘is the difference between 
a moderately strong highball and a 
quart of wood alcohol.’ 

“The people of our nation, in my 
judgment, won’t let inflation get out 
of hand if they understand what 
the dangers are and what can be 
done about them. Obviously, then, 
advertising can play an important 
part in checking inflation, for it can 
dramatize the story and it is far 
more likely to reach the group 
where excess purchasing power lies 
than the most profound economic 
treatise.” 

Another participant in the coop- 
erative advertising campaign, who 
asked to remain anonymous, 
summed up the situation by stating, 
“Needless to say, this company is 
associated with the other companies 
on this new advertising campaign, 
which in itself indicates that we do 
think the problem a serious one.” 

Initial insertion of the campaign, 
appearing Monday in 1,500- line 
space in 286 newspapers in 170 
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INSURANCE WADES INTO INFLATION FIGHT 


Why 


Your Life Insurance Companies 


Urge You to 
Join the Campaign to 


Hold Down Prices 


AT DOES VICTORY MEAN to most Americans? 


But whether any of us, after the war is over, 
is going to Be really better off depends on whet 
pe gee mage = + depends on 

enh t weds ant cont Oe Oo 
aun an Gas st Here's why in 0 few words. 


The Reason is Clear 


This year some have estimated Americans will 
bave incomes, after taxes, of 125 bilhon dollars. 
Rut it is further estimated that only 80 billion 
dollars worth of civilian services and — 
thoes, shirts, food, cars, toys, and such—w ill be 
produced. Other production is all for the war. 

Se there you have it—more monary in our 
pockets, less goods for us to buy. 

Ye esp rr pt 
Ogee 5 ee Seek by bidding 
See all the goods that are 


aad that means prices will shoot up—leaving 
one of us better off pow, threatening the secunty 
and comfort that we want to eayoy after the war. 

Sach an uncontrolled rise in the cost of living 
is the very worst thing that can happen gow to 
this pation on the civilian froot. 


Bat, it need not happen!. For one thing, our 


=B2>S>> '-<<ec<o- 


This money piles up. Some of it is going into 
war bonds, in sevings accounts and, for many 
of you, in life insurance. And that is fine. 

But that is pot enough. Muck of this piled-ep 
money — bilbons of 11 —basn yet gone inio these 
sound, protective places. 

Every dollar of this money ‘must fight —and 
can fight—not only to bring victory and 
peace, but to help wie a better, more secure, 
tomorrow for you and your family. 

Seven Practioal Ways 
What can we as individuals do? Here cre 7 
practical our Goverument now asks us as 
our patrouc duty to do: 
1. Buy and hold war bonds—to lend our country 
the money it needs to fight the war to victory. 


3. Provide for your own and your family’s future 
by adequate life insurance and savings. 
4. Reduce your debts as much as possible and 
avord making needless new ones. 
5. Buy only what you need and make what you 
ve last longer. 


nm ean ea 


Of course, this will mean work and sacrifice | 
bard work and thrift are traditional with Am-: 
cans. These are the virtues that have mod> 
eengrEs Gy owt bee 


"Cal in pra Pst Woe We it 
ty, fu 
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‘They are all just different ways of the 
same thing. 


coonome welfare of the country, are presenting 
im sewspapers throughout the mation, this and 
other messages which they believe will be in the 
interest of the Amencan people 


Life Insurance Companies of America 


| 


© East 42nd Street, New York 17, New York 


Life Insurance Companies of America, representing about 80°/, of the assets 

of the entire business, has unleashed the most comprehensive cooperative adver- 

tising campaign in life insurance history to educate the public on inflation's 
threat to the nation's monetary structure and its own individual welfare. 


1943 


cities across the country, with a 
combined circulation of more than 
26,000,000, was headed “Why Your 
Life Insurance Companies Urge You 
to Join the Campaign to Hold Down 
Prices,” and went on to explain that 
Americans will have incomes, after 
taxes, of 125 billion dollars, while 
only 80 billion dollars worth of 
civilian services and goods will be 
produced. 

Advertisements are scheduled to 
appear at frequent intervals in the 
entire list of newspapers, in addi- 
tion to which the companies are 
planning to use page advertisements 
in farm journals having a circula- 
tion of more than 5,500,000. 

Another advertisement in the 
campaign will illustrate a _ typical 
American family which nowadays 
is working harder and saving more 
—“to get out in front in the battle 
for a better tomorrow.” This inser- 
tion will be headed “Your Personal 
Postwar World,” and here, too, 
copy will play up the seven practi- 
cal things the government wants 
every family to do to combat infla- 
tion. 


Life Underwriters Tied In 


Further impetus will be given to 
the campaign with a direct-by-mail 
broadside which the Institute will 
shortly send out to 30,000 members 
of the National Association of Life 


Underwriters throughout the coun- 
try, along with a letter offering 
additional copies for distribution to 
the company’s 109,000 agents and 
home office employes. 

The broadside will feature a 
specimen advertisement, the second 
in the campaign, and will enumer- 
ate the three objectives of the 
advertising program designed to 
help the public understand that (a) 
the financial health of the nation is 
dependent upon the financial health 
of the individual; (b) each indi- 
vidual is responsible for his own 
financial future; and (c) each indi- 
vidual must work and save now to 
hold down prices and insure his 
future benefits. 

The advertisements appear above 
the logotype of Life Insurance 
Companies of America, and are 
being prepared under the direction 
of a policy committee representing 
the companies. George L. Harrison, 
president, New York Life Insurance 
Company, is chairman of the com- 
mittee. J. Walter Thompson Com- 
pany is the advertising agency. 


Brock in New Post 


Bertram M. Brock has been ap- 
pointed manager of the new!y- 
created industrial relations depart- 
ment of Continental Can Company, 
New York. 


J. J. 


MONTREAL 


ADVERTISING 


Say sTre 


WINNIFEGS 


TORONTO 


GIBBONS KNOWS CANADA 
GIBBONS LTD. 


— 


MERCHANDISING 


REGINA CALGARY EOMONTON VANCOUY 


AD MEN! 


WANT TO ENTER 
A CONTEST? 


Help us actually put the 
KFEL call letters to work 

in the War Effort— 

Use them in a 

4-Word Slogan. 


$100 WAR BOND 


FOR THE SLOGAN WE LIKE BEST 
$50 AND $25 BONDS 


For the Two Next Best 


NO RULES! 


Just write it on anything and mail to 
GENE O’FALLON—KFEL, DENVER 
A contest must close sometime—let’s make it September 15 
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Earnings of 
Advertisers 


abbott Laboratories — For six 
nths ended June 30, 1943, net 
oe nings $1,257,875; for like 1942 
eriod, $1,078, 968. 
pe sjlegheny Ludlum Steel—For the 
qui rter ended June 30, 1943, net 

nings $1,164,079; for like 1942 
is arter, $1,047, 718. 

‘American Gas & Electric—For 12 
months ended June 30, 1943, net 
earnings $11, 441,071; for preceding 
12 months, $12, 754, 062. 

American Locomotive — For six 

nths ended June 30, 1943, net 
menings $4,618,125; for like 1942 
period, $2,551,782. 

American Safety Razor—For six 
mon ths ended June 30, 1943, net 
earnings $505,800; for like 1942 
per iod, $308,465. 

American Viscose—For the quar- 
ter ended June 30, 1943, net earn- 
ings $1,392,906; for like 1942 quar- 
ter, $1, 383, 330. 

Anaconda Copper—For six months 
ended June 30, 1943, net earnings 
$17,854,952; for like 1942 period, 
$18,204,033. 

Anaconda Wire & Cable—For six 
months ended June 30, 1943, net 
earnings $468,431; for like 1942 
period, $865, 043. 

Best & Co.—For six months 
ended July 31, 1943, net earnings 
$486,363; for like 1942 period, 
$320,284. 

Bigelow-Sanford Carpet—For six 
months ended July 3, 1943, net 
earnings $232,807; for like 1942 
period, $903,150. 

Borg-Warner — For six months 
ended June 30, 1943, net earnings 
$4,665,477; for like 1942 period, 
$3,986,366. 

Briggs Mfg. Co.—For the quarter 
ended June 30, 1943, net earnings 
$1,236,580; for like 1942 quarter, 
$1,010,991. 

Briggs & Stratton — For six 
months ended June 30, 1943, net 
earnings $521,312; for like 194z 
period, $531,578. 

Bristol - Myers Co. — For six 
months ended June 30, 1943, net 
earnings $1,283,826; for like 1942 
period, $1,003,905. 

Brooklyn Union Gas—For 12 
months ended June 30, 1943, net 
earnings $1,443,296; for like 1942 
period, $1,403,079. 

Chas. E. Hires Co.—For nine 
months ended June 30, 1943, net 
earnings $498,550; for like 1942 
period, $539,195. 

Coca-Cola International—For the 
quarter ended June 30, 1943, net 
earnings $1,260,151; for like 1942 
period, $1,272,030. 

Consolidated Cigar — For the 
quarter ended June 30, 1943, net 
earnings $338,408; for like 1942 
quarter, $170,785. 

Continental Oil—For six months 
ended June 30, 1943, net earnings 
$6,857,965; for like 1942 period, 
$5,923,430. 

Coty International—For the year 
ended Dec. 31, 1942, net earnings 
$297,601; for the preceding year, 
$227 715. 

Crane Company—For 12 months 
ended June 30, 1943, net earnings 
$4,403,747; for preceding 12 months, 
$3,603,572. 

Crown Cork & Seal—For six 
months ended June 30, 1943, net 


Collins, Miller & Hutchings 


'ato-engravers in Chicago 


} North Michigan Avenue 
Franklin 9854 


|search division of the 


earnings $711,606; for like 1942 
period, $752,790. 

Decca Records — For six months 
ended June 30, 1943, net earnings 
$428,348; for like 1942 period, $379,- 
783. 

Dennison Mfg. Co.—For six 
months ended June 30, 1943, net 
earnings $300,000; for like 1942 
period, $310,000. 

Eastman Kodak Co. — For 24 
weeks ended June 12, 1943, net 
earnings $8,532,590; for like 1942 
period, $7,462,330. 

Electric Storage Battery—For six 
months ended June 30, 1943, net 
earnings $1,012,245; for like 1942 
period, $932,593. 

Fairchild Aviation—For six 
months ended June 30, 1943, net 
earnings $713,384; for like 1942 
period, $579,037. 

Electric Auto - Lite Co. — For six 
months ended June 30, 1943, net 
earnings $2,517,212; for like 1942 
period, $2,119,551. 

Flintkote Co.—For 28 weeks end- 
ed July 17, 1943, net earnings $479,- 
929; for like 1942 period, $691,331. 

General Cigar— For six months 
ended June 30, 1943, net earnings 
$648,693; for like 1942 period, $565,- 
428. 

Harbison-Walker—For the quar- 
ter ended June 30, 1943, net earn- 
ings $491,100; for like 1942 quar- 
ter, $502,700. 

Household Finance— For six 
months ended June 30, 1943, net 
earnings $2,240,523; for like 1942 
period, $2,439,140. 

International N ick e1l— For the 
quarter ended June 30, 1943, net 
earnings $8,080,219; for like 1942 
quarter, $7,936,648. 

Koppers Co.—For 12 months 
ended June 30, 1943, net earnings 
$4,246,193; for preceding 12 months, 
$5,688,673. 

Lane Bryant—For the fiscal year 
ended May 31, 1943, net earnings 
$595,502; for preceding fiscal year, 
$713,519. 

Lily - Tulip Co.— For 12 months 
ended June 30, 1943, net earnings 
$793,961; for preceding 12 months, 
$754,802. 

Mack Trucks—For six months 
ended June 30, 1943, net earnings 
$1,197,001; for like 1942 period, 
$1,272,804. 

Melville Shoe Corp.—For six | 
months ended June 30, 1943, net 
earnings $1,230,264; for like 1942 
period, $1,207,738. 

National Dairy Products—For six 
months ended June 30, 1943, net 
earnings $6,017,455; for like 1942 
period, $5,428,428. 

New Jersey Zine—For six months 
ended June 30, 1943, net earnings | 
$3,449,276; for like 1942 period, 
$4,444,318. 

Peoples Drug 
months ended June 30, 
earnings $442,629; 
period, $376,840. 

Real Silk Hosiery—For six 
months ended June 30, 1943, net 
earnings $21,503; for like 1942 
period, $18,600. 

Standard Oil of Indiana—For six 
months ended June 30, 1943, net 
earnings $22,079,418; for like 1942 
period, $19,390,526. 

Sterling Drug — For six months 
ended June 30, 1943, net earnings 
$3,934,211; for like 1942 period, 
$3,496,102. 

Thermoid Co.— For the quarter 
ended June 30, 1943, net earnings 
$240,426; for like 1942 quarter, 
$171,722. 

Timken Roller Bearing — For six 
months ended June 30, 1943, net 
earnings $3,112,832; for like 1942 
period, $2,779,504. 

TWA—For six months ended' 
June 30, 1943, net earnings $732,- | 
578; for like 1942 period, $422,416. 

U. S. Gypsum — For six months | 
ended June 30, 1943, net earnings | 
$2,645,825; for like 1942 period, $2, i 
674,460. 

Van Raalte Co.—For six months 
ended June 30, 1943, net earnings 
$406,269; for like 1942 period, $431,- | 
258. 

Western Union — For six months 
ended June 30, 1943, net earnings 
$3,619,122; for like 1942 period, | 
$3,695,014. 

Yellow Truck & Coach — For six | 
months ended June 30, 1943, net) 
earnings $2,038,218; for like nies 

| 


Stores— For six | 
1943, net 
for like 1942 


period, $3,126,484. 


NAM Meets on Coast 


The National Association of Man- 
ufacturers will hold a postwar con- | 
ference at San Francisco, Aug. 27. 
Wilfred Sykes, president of oe | 
Steel Company; Dr. Gustav Egloff, | 
| president of the American Institute | 
of Chemists; Dr. D. R. G. Cowan, | 


|}manager of the commercial re- 


Republic | 
Steel Corporation; and Dr. Na-| 
thaniel Whitney, Procter & Gamble | 


‘economist, are on the program. 


Sets Records in 
Collections for 


‘Smokes for Yanks’ 


Gary, Ind., Aug. 18.—While the 
“Smokes for the Yanks” drives 
which newspapers throughout the 
country have been conducting have 
been universally successful, Frank 
G. Hubbard, assistant to the pub- 
lisher of the Gary Post-Tribune, 
asserts that a careful analysis of 
returns from all sections of the 
country indicates that no news- 
paper has been able to make so 
good a showing—on the basis of 
circulation—as has his paper. 

The Post-Tribune went “all out” 
in backing the drive, with the result 
that its first collection netted $5,400, 
reported to be the highest on a per- 
subscriber basis in the country. 
Continental Baking Company sales- 
men were pressed into the serv- 
ice and distributed placards to re- 
tailers, while police, both from the 
city force and from U. S. Steel Cor- 
poration’s own force, did the col- 
lecting, all on a voluntary basis. 

Another community in which 
unusually high collections were 
made for the “smokes” campaign 
was Rock Island-Moline, Ill., where 
the Moline Dispatch and the Rock 
Island Argus cooperated, raising 
$2,767 in two weeks. 

Cigaret manufacturers made spe- 
cial prices available to newspapers 
which conducted the drives, provid- 


ing the cigarets at cost or perhaps 
a little below cost. As the cigarets 
are 4istributed, they will bear 
greetings from the respective com- 
munity and organization which 
sponsored the drives and collected 
the funds. 


Step Up English 
Blood Donor Drive 


(Picture on Page 1) 


London, Aug. 4.—The Emergency 
Blood Transfusion Service here has 
launched an_ intensified publicity 
and advertising campaign to secure 
new blood donors, and to increase 
the regularity of donorship among 
former patrons. 

More than 100,000 colorful posters 
have already made their appear- 
ance in the new drive, as well as 
150,000 leaflets. The promotional 
chorus will be taken up shortly by 
a wealth of window display mate- 
rial, two films and a schedule of 
advertising in the leading news- 
papers. 

Display material, including the 
posters, is localized to provide the 
address of the regional or local 
office of the service in each instance. 


Alvarez to Represent 


Westinghouse Electric 
Adolf Alvarez, vice-president of 
Cia. Westinghouse Electric Interna- 
tional, South American subsidiary 
of the International Company and 
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a director af S. I..A..M. DiTella, 
Ltda., Buenos Aires, has been ap- 
pointed general South Ameérican 
representative of the Westinghouse 
Electric International Company. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION et 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 
CHICAGO 


How an idea 


pair of scissors 
rig 


network ( 


4” became a 


-) program in 6 weeks 


Once in a blue moon a new radio 
idea is born. Such is KPO's “News 
in Advertising.” 


In today’s advertising is exciting 
news—glimpses into the stream- 
lined world of tomorrow—trips be- 
hind the scenes in our busy war pro- 
duction plants. Expert KPO news- 
men blend current advertising stories 
into a fast moving, entertaining pro- 
gtam—a new kind of newscast— 
News in Advertising. 


News in Advertising was broadcast 
first as a local KPO show. It clicked 
instantly. Now listeners to 16 NBC 


REPRESENTED BY NBC SPOT SALES 


Stations in the west learn how Bell 
Telephone Company equipment is 
used by tough marines for the 
“Guadalcanal Tel and Tel”; how 
the Monsanto Chemical Company 
helps army cooks bake tastier cakes. 
Learn, too, about synthetic rubber 
and new faster planes; about new 
guns and machines and unbelievable 
new inventions—things we'll all 
want to have when the war is won. 


News in Advertising is typical of 
the original thinking that makes— 
and keeps—KPO dominant in 
Northern California. 


Get the facts...and you'll be on 


KPo 


New York + Chicago + San Francisco « Boston « Cleveland + Denver + Washington + Hollywood 
NATIONAL BROADCASTING COMPANY «+ RADIO CITY - SAN FRANCISCO 
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Joins Duane Jones 


Kenneth R. McMath, formerly a 
copywriter with Blackett-Sample- 
Hummert, New York, has joined 
Duane Jones Company, New York, 
as a member of the plan board. 


Ohio Appoints Tyler 

Dr. I. Keith Tyler has been 
appointed acting director of radio 
education at Ohio State University, 
a move designed to coordinate all 
of the university’s radio activities. 


Joins Wallace Thorsen 


Georgina Campbell, former free- 
lance writer, has joined Wallace 
Thorsen Organization, New York 
public relations company, where 
she will handle publicity. 


Schneider to NBC 


Walter E. Schneider, associate 
editor of Editor & Publisher, New 
York, will join the NBC press staff 
Sept. 1 as magazine editor. Mr. 
Schneider was appointed news edi- 
tor of E&P in 1937 and named 
associate editor in 1939. 


- eT 


Buffel’ S ae 
£ Powerful : 


BUFFALO | 
* BROADCASTING CORPORATION 


Newspaper Council 
Asks Total Effort 
on 3rd War Loan 


Washington, D. C., Aug. 19.— 

Newspaper publishers and advertis- 
ing managers have been asked by 
Frank E. Tripp, general manager of 
the Gannett papers and chairman of 
the Allied Newspaper Council, not 
to let fears of further paper cuts 
interfere with war bond advertising 
during the 3rd War Loan drive. 
Mr. Tripp, in a letter sent out this 
week, expressed fear that some 
publishers might hesitate to sched- 
ule war bond advertising as a result 
of the uncertainty of paper. He 
reflected concern that has been 
openly expressed at the Treasury 
here. 
_ During the 2nd War Loan drive 
in April, newspapers carried 72,500,- 
000 lines of war bond ads, valued 
at $4,564,270. The Treasury would 
like to top 100,000,000 lines during 
the 3rd War Loan, but because of 
the newsprint scarcity has held 
down its estimates. 

In his letter to members of the 
Allied Newspaper Council, Mr. 
Tripp said: “Short of newsprint? 
Even so, to what better use could 
that which you have be put? What 
can sooner bring an end to news- 
print shortages? What can sooner 
bring back our boys? 

“Let us not begrudge a sheet, a 
ton, or even 1,000 tons of paper; nor 
an hour, a week, a year of earnest 
sales effort to end this damn thing.” 


Treasury Happy 


Aside from fear over the effect of 
the paper shortage, Treasury offi- 
cials were jubilant and grateful 
over media response to the drive. 
More than 200 national magazines 
have agreed to carry the September 
“this one’s going to hurt” poster; 
62 farm publications will use the 
special farm ad; more than 400 
business papers have scheduled the 
September ad, and plans have been 
completed for a 3rd War Loan mes- 
Sage on more than half of the na- 
tion’s 275,000 outdoor posters. 

A second proof book of ads went 
out to newspapers over the week- 
end, and the Treasury has already 
started to plan for October. On 
Monday, Don Siewell, in charge of 
general magazine advertising under 
Thomas H. Lane, chief of advertis- 
ing, will start out with “a message 
to you... from 1953,” the official 
magazine advertisement for Octo- 
ber, offered in 11 sizes. This ad, 
showing a contented postwar citizen 
smoking his pipe in front of his 
cozy home, is designed to discourage 
redemption of bonds. 


Breier's Abandons 
Selling Theme 
for Fall Campaign 


New York, Aug. 18.—A desire to 
cooperate fully with the War Pro- 
duction Board in its recent decla- 
ration of policy on retail promotion 
and to make its products available 
to a greater number of war work- 
ers, has prompted Marcus Breier’s 
Sons, manufacturer of Bantamac 
jackets and Briar Club sweaters, to 
emphasize the theme, “Buy only 
what you need—but buy depend- 
able quality,” in all its Bantamac 
consumer advertising and merchan- 
dising this fall. 

Advertisements will appear in a 
long list of national magazines in- 
cluding the Oct. 16 issue of Collier’s 
and the October issue of Esquire. 
Copy will stress the job Bantamac 
is doing as a task jacket on the 
home front, how it is conserving 
other clothing, and the versatile 


manner in which it is serving those | 


who own one. 

The same copy slant is carried 
out in newspaper advertising mat 
service for retailers, presented in 
Bantamac’s fall 1943 merchandising 
folio. Williams & Saylor, New York, 
is handling the account. 


Korchnoy to ‘Esquire’ 

Emanuel A. Korchnoy has joined 
the promotion staff of Esquire and 
Apparel Arts, New York. Mr. 
Korchnoy was formerly advertising 
manager of Raleigh Haberdasher, 
Washington, D. C., and prior to 
that was direct mail and radio 
manager for the Hecht Company, 
Washington. 


tatives Available 
cash with order. 
rates): 


All 


The Advertising Market Place 


The rates for this department are as follows: 
“Positions Wanted, ”" “Representatives Wanted,” and “Represen- 
30 cents a line, minimum charge $1. 
other classifications (single 
% in., $2.75; 1 to 3 in., $4.75 per inch. 


“Help Wanted,” 


Terms 
insertion 


POSITIONS WANTED 


REPRESENTATIVE AVAILABLE | 


Radio Station Mgr. 15 yr. radic 

background. Thorough knowledge of 

all phases and actual mechanics of 

station operation. maoonent agency 

connections. Draft exemp 

Box oe c/o ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11. 


I LIKE TO DIG 

I’m just a young squirt, 28, hopped up 
with the desire to get behind a prod- 
uct and see how far I can push it, to 
dig and sweat until I come up with 
copy that’s striking and_ strong 
enough to put that product on top in 
its field. At present I’m advertising 
manager of a five-million-dollar pro- 
motional department store. My back- 
ground includes a college education, 
writing, selling, buying and merchan- 
dising, and free lance copy-writing. 
I'd like to connect with a copy-con- 
scious agency that has room for a 
man on the way up. 

Box 4263, c/o ADVERTISING AGE, 

330 W. 42nd St., New York, 18. 


Advertising executive, agency, indus- 

trial, direct mail experience, prefer 

industrial where advertiser demands 

maximum returns from appropriation. 

Services comes high but worth it. 

Box 4249, c/o ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11. 


A skilled commercial artist desires 

free lance work-lettering, spots gen- 

eral finish black and white drawings 

on a free lance basis. What have you 

to offer? 

Box 4255, ADVERTISING AGE, Chgo. 
100 E. Ohio St., Chicago, 11. 


LAWYER, specialist in advertising 
law, familiar with FTC and court rul- 
ings and their application to advertis- 
ing copy writing, also nationally 
known as writer on advertising law, 
is available for position as house at- 
torney with large agency or adver- 
tiser willing to pay substantial salary 
to man of unusual background and 
ability. 
Box 4253, ADVERTISING AGE, 
100 E. Ohio St., 


Chgo. 
Chicago, 11. 


Representative requests inquiries 
from publishers desiring representa- 
tion in Midwest and Chicago area. 


Box 4267, c/o ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11 
MISCELLANEOUS 4 
Small furnished office in well appoint- 
ed suite. $35. Michigan Ave. at 
bridge. 
Box 4268, c/o ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11 


HELP WANTED 


PUBLISHER has an excellent job for 
He will edit 
technical magazine we are 
bringing out. He must be able to 
write, sell and promote a trade maga- 
This is really 
portunity with commensurate salary. 
State full 


a young, energetic man. 
a new, 


zine. an unusual op- 


Must locate in Cleveland. 
experience. 
Box 4266, 


100 E. 


c/o ADVERTISING AGE, 


Ohio St., Chicago, 11 


ADVERTISING AGENCY BOOK- 
KEEPER 

With old well- aotabliohed firm in New 
York City. Splendid opportunity for 
experienced bookkeeper to establish 
in permanent position and opportu- 
nity for eventual advancement to po- 
sition in charge of agency’s account- 
ing and billing for right person. State 
age experience, past employment, 
education, salary and all other perti- 
nent information. 

Box 4261, c/o ADVERTISING AGE, 
330 W. 42nd St., New York, 18 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Ul. 


Named Promotion Head 

Street & Smith Publications, New 
York, publisher of Charm, has ap- 
pointed Mary C. Tucker promotion 
manager of that magazine. Miss 
Tucker recently resigned as adver- 
tising and promotion manager of 
Roman Stripe Mills, hosiery manu- 
facturer. 


Two Join Compton 

John H. Owens has joined the 
copy department of Compton Ad- 
vertising, New York. Maria Suth- 
erland, for the past year with the 
OWI in Washington and before that 
with Pedlar & Ryan, New York, has 
also joined the agency as an assist- 
ant account executive. 
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‘American Weekly’ 
Cancels $325,000 


October Business 


New York, Aug. 19.—Fo! 
cancellation of $332,000 in 
for the month of September, 
sitated by the WPB order ef 


raed 
Ces. 


>Ctiv 
July 1 requiring an additioy 1 59, 
paper cut, The American \ cok 
this week advised agencie that 


$325,000 in advertising will h 
be cancelled from its October 

The October cancellation 
being made in order to co: 
with existing restrictions on 
plus the anticipated 5% addi 
cut for the fourth quarter of the 
year. If this additional 5% become; 
effective for the fourth quarter, 
The American Weekly will be 
forced to make curtailments jp 
advertising now ordered for publi. 
cation in November and December 
issues, also. 


Johnson Joins Curtis 


Carroll I. Johnson, formerly mar- 
ket research manager for Business 
Week, has joined the division of 
commercial research of Curtis Pub- 
lishing Company, Philadelphia. 


Welsh to Edwards & Son 


Paul N. Welsh, organizer of the 
Albany Merchants’ Bureau, has 
been appointed sales promotion and 
advertising manager of E. W. Ea- 
wards & Son, Buffalo. 


Feltis Succeeds Woods 


Judson Woods, who has resigned 
as general manager of radio sta- 
tions KFAB and KFOR, Lincoln, 
Neb., and KOIL, Omaha, to join 
Sales Features Corporation of San 
Francisco, has been succeeded by 
Hugh Feltis, formerly sales man- 
ager of the stations. 


ve to 
sSues, 

are 
form 
aper, 
ional 


Aero Needle Appoints 


Aero Needle Company, Chicago, 
maker of phonograph needles, has 
placed its advertising with Burton 
Browne Advertising, Chicago. Na- 
tional magazines, trade publications, 
direct-by-mail and point of sale ad- 
vertising will be used. 


i 


COVERAGE sxom wreun 


You may be waiting longer than you 
think if you try to cover Central New England 
from the outside — without WTAG Worcester. 
Official F.C.C. maps of radio stations located 
beyond this area, leave Central New England 
blank in adequate coverage. 

There’s every reason why you should move 


When You Buy Time— 
Buy An Audience 


WTAG 


WORCESTER 


Massachusetts. 


inside where WTAG holds listener preferen«e 
The workers in four hundred war industri ’s 
are earning better than $45.00 per week, ard 
spending it on food at the annual rate of $355 
per family. That's $174 higher than the U. 

average. Worcester is a MUST market 


PAUL H. RAYMER CO. 
National Sales Representatives 


Associated with the 
Worcester Telegram-Gazette 
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Mengel Develops 
Wooden Prefab 


House for Postwar 


(Continued from Page 1) 
scarfed joint which will allow 
maximum flexibility; flush doors of 
improved construction; and_ ad- 
vanced ideas for kitchen cabinets, 
with the plan of combining stove, 
refrigerator and cabinet in one unit. 

The experimental prefab house 
which Mengel has constructed is 
completely conventional in design, 
an attractive two-story building of 
modified colonial type, but the 
house was built under the PHC sys- 
tem, with no plaster used and com- 
plete “dry wall” construction. All 
of the materials were manufactured 
in the Mengel plant, of southern 
hardwoods. 

Searf-jointing of plywood has 
been adapted to the making of 
entirely smooth walls without visi- 
ble joints, and there are no batten 
strips or furring strips, and nails 
are replaced by glue. As a result, 
the walls may be used as is, with 
their natural grain being exposed, 
or may be covered with wallpaper 
or paint without danger of cracks. 

Mengel Company and United 
States Plywood Corporation, New 
York, have signed an agreement for 
the joint marketing of their prod- 
ucts, including new products de- 
veloped in their respective research 


laboratories, and under this agree- 
ment a new distributing organiza- 
tion, jointly owned and operated by 
the two companies, will be set up. 


Company-Public 
Teamwork Is Goal 
of New Campaign 


St. Louis, Aug. 18.— Aimed to- 
ward better wartime transportation 
through winning the cooperation of 
street car and bus riders, a new 
campaign using dailies and commu- 
nity papers has been launched by 
the St. Louis Public Service Com- 
pany. 

With local transportation volume 
far above its normal peak, depend- 
able service has become a matter of 
teamwork between the public and 
the operating company, according to 
S. Carl Robinson, commercial di- 
rector. 

“It is our belief that the people 
will cooperate when told how they 
can help this wartime transporta- 
tion problem,” said Mr. Robinson. 
“We are looking to our advertising 
to do that educational job. Our ap- 
proach is not ‘telling’ our customers 
what to do. Rather, we are taking 
the attitude of appreciation for the 
cooperation they have given us. 

“Our advertising is saying that it 
is neighborly to have the right 
change ready .. . neighborly to step 
away from entrance doors... 


neighborly to leave promptly when 
alighting from a car. These, and 
the other ways in which all street 
car and bus riders can cooperate, 
are termed neighborly toward the 
patron’s fellow passengers because 
they help us get war workers and 
others to their destinations on time.” 

The advertising is appearing four 
times a month in three St. Louis 
daily newspapers, in 400-line and 
200-line copy, and is scheduled once 
a month, in 400-line space, in 32 
community papers in greater St. 
Louis. Gardner Advertising Com- 
pany is the agency. 


WPB Allows Twelve 
States Anti-Freeze 


WPB has amended order L-51 to 
make “permanent type” anti-freeze 
materials available next winter to 
any person in twelve high-altitude 
states: Arizona, California, Colo- 
rado, Idaho, Montana, North Da- 
kota, South Dakota, Nevada, Oregon, 
Utah, Washington and Wyoming. 
The order also releases “permanent 
type” anti-freeze for pursuit cars 
used by police departments, and by 
the Department of Justice. 


‘Time’ Promotes Edwards 


John A. Edwards has been named 
representative of Time in the 
Cleveland area, succeeding Robert 
F. Greene. Mr. Edwards has been 
on Time’s New York sales force 
since 1941. 


Quiz 


ON TODAY’S BUS MARKET 


(Try it. Answers below.) 


aw 


1— U. S. Railroads carried last year 635,000,000 passengers. Did buses 
carry more? ( ) Less? ( ) About the same number? ( ) 


2 — Considering the additional travel of war workers, military riders 
and carless civilians how much would you estimate the increase 
in wartime bus riding? About 0% ( ) 50% ( ) 100% ( ) 


3 — The average automotive parts jobber’s purchases normally run 
about $100,000 per year. At this rate, how many parts jobbers 
would have to devote their entire business to supply the main- 


tenance demands of our common carrier buses? 100 ( ) 250 


( ) 500 ¢ 


) 


4 — Can your company get materials to make some of these bus parts 
and equipment requirements? Yes( ) Maybe( ) Doubtit( ) 


5 — How can you start today — now — to get bus business? 


1 — Buses carried fen times as many passengers in 


1942 as all Class 1 railroads. 


figures . 


and maintenance equipment. 


3 - It would require the entire purchases of 500 
average parts jobbers to supply the mainte- 


Bus riding has nearly doubled since 1940, The 
. . 1940 — 4 billion passengers: This 
year — touching 8,000,000,000! 

Bus mileage, index to bus parts consumption, 
will hit an all-time high of 3,000,000,000 in 
‘43, up 1,000,000,000 over 40. Significance: 
Consumption of more batteries, tires, pistons, 
rings, valves, paint, brake lining and all other 
engine, body and chassis parts and materials — 
more lifts, car washers, shop machinery, tools 


ANSWERS 


says 


. “It is in the field of local transporta- 


tion that the most serious wartime shortage 


exists.” Our government authorities are fully 
aware of the needs of essential-to-war-produc- 


tion bus transportation and are cooperating 


in every possible way to keep the nation’s 
buses rolling. 


Bus operators themselves supply the answer 
to this one. In a recent survey by Ross-Federal 
Research, bus men stated (1) that trade maga- 
zines are their chief source of buying informa- 
tion and (2) that BUS TRANSPORTATION 


is their choice (by a ratio of 37 to 1) as the 


bus buyers. 


nance needs of the bus industry. Annually bus 


maintenance pyrchases run over $50,000,000 — 
exclusive of gas, oil and tires. 


4 - Yes! Bus operators enjoy one of the highest 
preferential ratings of civilian industries. OW1 


Bus Transportation 


First in your schedule 
if you want Bus Business 


S McGRAW-HILL PUBLICATION 


magazine manufacturers should use to sell 


A copy of this highly informative survey ‘‘The Bus 


Market for Parts and Equipment" will be sent on 


request. Address Sales Research Division, BUS 
TRANSPORTATION, McGraw-Hill Publishing Com- 
pany, 330 W. 42nd Street, New York 18, N.Y 


Ban mend nbn 


VICTORY PRESCRIPTION 


Homesickness 
Can Be 


This advertisement by Liggett Drug Co., 
Boston, which appeared in two Boston 
papers and the New York Journal-Amer- 
ican, brought a nod of commendation 


from the Treasury Department. The 
company is completing plans for a new 
campaign to break in September, using 
about 75,000 lines on a year's schedule. 


. 


ALBERT MOSS 


New York, Aug. 17. — Albert 
Moss, 61, executive vice-president 
of Standard Rate & Data Service, 
died here Sunday in the French 
Hospital. 

Mr. Moss was with Wilson & Co., 
Chicago, for 18 years, and in 1920 
—shortly after the organization was 
founded— came to New York as 
general manager in charge of the 
eastern offices of Standard Rate & 
Data Service, whose main offices 
are in Chicago. Several years later 
he became executive vice-president. 


FREDERIC G. PERINE 


Hartford, Conn., Aug. 20.—Fred- 
eric G. Perine, 80, well known in 
the Hartford and Boston newspaper 
and advertising fields, died recently 
at the home of his son, Keble B. 
Perine, Belmont, Mass. 

Mr. Perine was at one time on 
the staff of the Hartford Times, and 
later became manager of the old 
Hartford Sunday Globe. He was 
for a time a leading copywriter for 
Jordan Marsh Company, Boston. 


CARL M. SNYDER 


Bridgeport, Conn., Aug. 14.—Carl 
M. Snyder, 48, assistant manager of 
General Electric Company’s appli- 
ance and merchandise department, 
died here today in New Haven Hos- 
pital following an illness of several 
months. 

Mr. Snyder joined General Elec- 
tric in March, 1930, when GE pur- 
chased the Walker Dishwasher 
Company, Syracuse, of which he 
was president. As assistant man- 
ager of the appliance and merchan- 
dise department, Mr. Snyder was 
in charge of sales and sales activi- 
ties for the complete line of GE 
appliances throughout the country. 
‘ ome 
CLARENCE J. HUFF 

Hampton, N. H., Aug. 18.—Clar- 
ence J. Huff, 68, vice-president in 
charge of Procter & Gamble’s world- 
wide sales organization, died here 
last night. 

In 1890 Mr. Huff became an office 
boy and clerk in the Boston sales 
office of the company. He advanced 
through various jobs in the Boston 
office until 1912 when he went to 
Cincinnati headquarters as manager 
of the central sales division. In 
1927 he was named manager of the 
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Leland Electric 
Uses Newspapers 

Dayton, O., Aug. 19.—Leland 
Electric Company, manufacturer of 
electric equipment, will launch an 
extensive institutional campaign 
next week through Weiss & Geller, 
Chicago, recently appointed agency 
for the company. 
Copy thus far scheduled includes 
full-page lead-off advertisements in 
19 dailies throughout the country, 
telling the story of the company’s 
war activities and plans for the 
future. 

Additional insertions in the same 


list of newspapers are planned for 
October and November insertions. 


Five Name Ellis 


Dr. Rowell’s Medicinal Products, 
Statler Hotel Garage, Peerless Mill 
Supply Company, Niagara Asbestos 
Company, and George F. Hutter 
Company, manufacturer of chem- 
icals, have named Ellis Advertising 
Company, Buffalo, to direct their 
advertising. 


50,000 WATTS 


*. ie : ayy 


Buffalo's Most 
— Powerful | 


Transmitter 


case goods department and in 1932) 
general sales manager. 
elected vice-president and a direc- | 
tor in 1938. 


Scull Runs New Copy 
for Boscul Coffee 


With removal of coffee from 
rationing, William S. Scull Com-'! 
pany, Camden, N. J., has started a! 
newspaper campaign for  Boscul| 
coffee, using 600-line units in all 
major cities in the company’s sales | 
area. | 

Scull did not suspend advertising 
while coffee rationing was in effect, 


but its copy was tuned to rationing 
problems during that period. The| 
|new copy and advertisements have | 
| been prepared to meet the new| 
| situation. In addition to newspaper 
|advertising, the company is con- 
tinuing its use of radio in Dayton| 
,and Youngstown, O., and in Phila-| 
|delphia. Compton Advertising, New | 
York, is the agency. 
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“IT'S A SCOOP, 
UNCLE DUDLEY... 


I’ve just interviewed 


999 


General Montgomery: 


Writes Nephew JOHN GUNTHER, author of 


CLE DUDLEY, signer of Globe editorials since 


“Inside Europe,’ and continues... { 


Gen. Montcomery’s HEADQUARTERS, BEFORE SICILIAN 
Opverations (by Cable)—The most colorful and most ag- 
gressive General the war has produced this side of the ocean 
gave me an hour of friendly conversation today. Gen. Sir 
Bernard L. Montgomery, commander-in-chief of the British 
8th Army, talked about himself, his ideas on warfare and 
his leadership of the remarkable Army he helped to create 
and which he commands with such flair and faith. 


We talked in the General's temporary headquarters, then 
had tea. My first thought was this man, who chased Marshal 
Erwin Rommel from El] Alamein to the Mareth line and 
beyond, has the brightest, most luminous, most piercing 
blue eyes I've ever seen. 


I asked the General what his feeling about the war was 
just now and he replied the main thing to say was that the 
whole tenor of the war had changed because the Germans 
were now on the defensive. 


“We are calling the tune now, not they,” he asserted. 
“They are good fighters when they have the initiative. They 
are not so good when the initiative is taken away. But do 
not underestimate the German Army. Don’t go wrong on 
that score. Don't go wrong. They are still strong, very 
strong.” 


“What lessons learned from the African battle can be 
applied to future campaigns?” I asked. 


Gen. Montgomery replied, “First, concentrate your 
forces; second, knit your ground and air forces together. 
That's it. Knit ground and air together. Knit them to- 
gether absolutely.” 


Gen. Montgomery likes to personify his Army with him- 
self and uses phrases such as “when the enemy attacked 
me.” The German disintegration at the end was caused 
mostly by the breakdown in communications, he thinks. 
Marshal Rommel, he said, made one bad mistake in mid- 
January by standing at Buerat when a stand at-Tarhuna- 
Homs would have been much more to Gen. Montgomery's 
disadvantage. 


“How I'd like to talk with Rommel after the war is over,” 
the General explained. “How interesting it would be to 
trace over the maps and ask Rommel why he had done thus 


and so, and tell him why I'd done what I did.” 


I asked the General how he had forged the 8th Army into 
such a wonderful fighting machine. 


“An army is a tool, a weapon,” he replied. “It must be 
tempered, sharpened and then welded. The major point is 
its morale, which is built on confidence. Troops like their 
commanders when they are winning.” He added, with a dry 
laugh, “So do politicians.” 


Gen. Montgomery always circulates among his troops, 
talks to them freely and tells them the exact details of the 
battle to come. They know everything that is humanly pos- 
sible has been done to ensure victory before the fight begins. 
As a result, their attitude toward Gen. Montgomery is little 
short of idolatrous. 


The General told me he had two rules which govern his 
own behavior: First, never worry; second, never bother 
with details. Details should be left to the staff, he said; 
that is what a staff is for. 


As to an Army his rules number three, first, no failure 
can be conceived or tolerated. The idea that the 8th Army 
could fail in any operation is simply held out of the ques- 
tion. Since no failure is admissible the scope of operations 
must be limited to what is possible and practicable. Second, 
the General in command must not be pushed into anything 
too grandiose for the means at his disposal. Third, the 
General must refuse to be rushed. He must be allowed to 
pick his own time. No matter what the pressure may be, 
and sometimes it is considerable, he must set himself 
against any premature operation. 


Gen. Montgomery asked me if I had heard of the Amer- 
ican magazine called—he thought—Life. I said yes, it was 
quite well known. He mentioned a recent Life cover and 
article showing pretty girls wearing berets named for him. 
He laughed and said that several Americans had asked him 
to send them his beret as a memento. “But I have only 
two,” he added. 


The little man, as some of his officers call him affection- 
ately, is known as a stickler. But when he meets groups of 
privates in the field they do not salute. They wave and 
cheer when they see him pass. 


{bove are excerpts from one of a series of articles by John Gunther, appearing — exclusively in Boston —in The Boston Globe. 


The Boston Globe 


Morning + Evening + Sunday 


ADVERTISING 


WILL BE BETTER 


READ IN T 


1891, has become synonymous with The Bos- 
ton Globe. For over fifty years Uncle Dudley’s clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s Winter Place restau- 
rant, and there are the Uncle Dudley editorials 
in ‘The Globe’.” 


Through seven decades Uncle Dudley's family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of 
Uncle Dudley's family, today: 


Dorotuy THompson ¢ Ernest LinpLey « HeLen Lom- 
BARD ¢ Ernire Pyce ¢ WaLTerR LippMANN © WituiAM H. 
STONEMAN ¢ JoHN STEINBECK ¢ Jay FRANKLIN © JOHN 
Barry ¢ Potty Wesster ¢ Dorotny Hittyer « HENRY 
Harris ¢ Harotp Putnam ¢ Satrty Stuart ¢ Georce 
ANTHEIL ¢ ANN DEAN ¢ Ortro ZAUSMER @ JoHN KIERAN © 
Samuet GraFton ¢ Epcar ANSEL Mowrer ¢ GEorcE 
Weiter « Newt Gues ¢ Ropert J. Casey ¢ Jenny 
Nason @ Paut Guaut ¢ Henry McLemore ¢ HELEN 
Kirkpatrick ¢ Ricnarp Mowrer « A. T. STEELE ¢ LELAND 
Stowe « ALLEN Haypen ¢ Waverty Root « CARLYLE 
Hott ¢ Joserpn F. DinneeN ¢ Emity Post ¢ Nat A. 
Barrows ¢ Louts M. Lyons ¢ James Morcan ¢ CHARLES 
Merritt ¢ James Powers ¢ Eart BANNER © Ext Cut- 
BERTSON © GRANTLAND Rice ¢ Haroip Kagse * FLETCHER 
Pratt ¢ Jonn LarpNer ¢ Dorotrny Dix 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 

United Press 


*Exclusively, in Boston, in Tue Boston GLoBE 
NEWSPAPER 


BEST READ 
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Advertising Age, August 23, 1943 


PHOTOGRAPHIC REVIEW 


OF THE WEEK 


JARMAN DRIVE COINCIDES WITH 3RD WAR LOAN 


/ 4 y sued , flv astrtltal MIKE 


erred AMERTECRS “SOLDIERS 1H Cr¥ETES” 


Jd gue fit casenlial serrrie 


WITH Awteree’s “SOLDIERS be CH YIES” 


‘ 
by ON-A PATER OF JARMANS TODAY ale LET THE SHOE HORN BE THE JU 06 ¢ MERRERRMIROLIOMMROEO ee 


Opening the fall campaign for Jarman shoes is the half-page advertisement at 

the right, scheduled for the Aug. 2! issue of The Saturday Evening Post. The 

full page will appear in the Sept. 6 Life, with the Jarman combination of war 

bond messages and product copy continuing in these publications during the 
3rd War Loan drive. (Story on Page 29.) 


SCHENLEY DEALS OWN BLOW AT THE AXIS 


This colorful window poster produced by Schenley is scheduled to make its ap- 
pearance shortly throughout the country, and to do its share in building civilian 
morale. 


ADVERTISER-AGENCY-STUDIO PARTY 


Moore and Ray Girardin, stars of “Top of the Morning” (WEEI-WPRO), 

hosts at a studio party in Boston recently, to celebrate a 52-week sponsor- 

ofthe radio program by Thom McAn shoes. Shown here are, left to right: 

‘am T. Bush, manager of Station WPRO, Providence; William Rogow, Neff- 

w, Inc., Thom McAn agency: Brent Wells, publicity director, Melville Shoe 

| Harold E. Fellows, general yrs t Station, WEEI; Mr. Moore and Mr. 
Girardin. 


TAFFY-PULL 


OB hag 


= 


Taffy Miller, lissome Navy shell inspec- 
tor, Lancaster, Pa., captured the title of 
Miss Stardust in a national contest to 
find the loveliest girl in America, spon- 
sored by Industrial Undergarment Cor- 
poration, manufacturer of Stardust Life- 
Insured slips, blouses and slacks. The 
competition was conducted through ad- 
vertisements in 30 national magazines. 


FOR DRUGGISTS 
~ SKETOFAX 


EFFECTIVE 
MOSQUITO 


REPELLENT 


sh 
| BurrROuGHS wee gia Co. ie! 
E> p 


This new five-color display for Sketofax 
mosquito repellent is being distributed 
to druggists by — Wellcome & 


47 
WAR AND GLAMOR IN COLA POSTERS 


Seminole Flavor Co.'s new 24-sheet poster for Double-Cole is appearing through- 

out the country. The painting was made by Paul Gerding of Bielefeld Studios, 

Chicago with lithography by Compton & Sons, St. Louis. First in a new series 

is the Cleo Cola poster shown at the bottom, which will appear nationally for 

Vess Beverage Co. Painted by Robert H. Cassell, the poster was lithographed 
by Wolff Printing Co., St. Louis. Padco is the agency. 


ROMA EXECUTIVES TALK IT OVER 


Pee eieane  a " 
ex ete ex 


Harry G. Serlis, newly-appointed director of sales and advertising of Roma Wine 
Co., talks it over with his new staff at Roma's sales and advertising offices in 
San Francisco. Left to right: Ken Pearson, assistant general advertising manager; 
Emmet J. Fleming, assistant general sales manne Mr. Serlis; and Arthur G. 


Whyte, marketing manager. Mr. Serlis was formerly general manager of 
Schenley Import Corp. 


TRANSPORTATION DRIVE FOR WAVES AND SEABEES 


CONSTRUCTION WORKERS /7 TO $0 


BUILD AND FIGHT IN THE ae 


Jom by voluntary mdecton or voluntary enlistment 


APPLY TO Y 


The Army Engineer: Also Need Comstructhon Workers 


The current car card campaigns prepared by the Navy Recruiting Bureau include these effective designs for the Waves 
and Seabees. The transportation advertising war campaigns pool, which donates over 100,000 spaces a month to the OW, 
has placed these campaigns in cars and buses from coast to coast. 
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AS FAR BACK as recordé! — . 
Daily News has been FIRST in grocery adver- i 


tising. . . . Never would this leadership have 
been obtained, and held for so many years, if 
not founded on a BASIC truth. 


MANY AND MANY a meal, in fact sniftlons: 


and millions of breakfasts, lunches and din- 
ners, have passed over the tables since house- 
“wives made The Chicago Daily News their 
BASIC ..shopping-guide for foods and other 
grocery items, . . . A wondrous step-saving, 
time-saving habit that homekeepers won’t 
change because it’s so everlastingly practical! 


EVER RENEWING RESPONSE is what gro- 


cery merchants and manufacturers have ex- 


perienced from their advertising in the BASIC 
Chicago’ Daily News. . .. Yes, inexhaustible 
response! . . . Hence the advertisers’ unre- 
served faith in the power of The Daily News 
to act for them. 


LAST YEAR THIS faith was demonstrated 


once again when The Daily News carried 
more Total Grocery Advertising than the 
other two evening papers combined. . . . And 
practically twice as much as the Daily and 
Sunday Tribune put together. ... And, in 
1943, The Daily News holds its dominant 
place as the following six months figures show: 


Os0 PROP. oc ccccvccces THE CHICAGO DAILY NEWS........... 817,440 
Ee err Daily Herald-American .................... 368,131 
ae Ee eee 
9 _ ae ry AN Una bt obs Carieed. samen easy 290,859 
eer Sunday Herald-American................... 261,401 
Ws cenccvccrens SII lo LS tdect 3650 08 sas Gob koe pee 192,655 
Ot ) ere. Ga iy rnieer Ka vensesvdeeenemey 83,789 
Gh PURGF..... 2.6.5... SOD ww. ses. jeg a Ss ae 23,723 
Ns 6+ hs sbacwenead EL duSis ove ncetedecedceaseuekan 8,362 


Source: Media Records. For fair comparison liquor linage omitted since 
The Chicago Daily News does not accept advertising for alcoholic beverages. 


THE CHICAGO DAILY 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 General Motors Building 


NEWS 


NEW YORK OFFICE, 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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